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MASSAGIC 


| Comfort and style . . . comfort and style... fie Chuahion, Sees 


that’s the repeated heartbeat of the 
MASSAGIC sales appeal. And it’s the smart 
approach to profit, for Weyenberg Dealers everywhere. 


It’s a foregone fact that men want these 
two basic benefits. MASSAGIC Shoes promise them. és ein 
And customer experience proves their promise true. from $15.95 to $23.95 
That’s why MASSAGIC buyers are repeat buyers. | 


Features, construction, leathers, colors, prices, and advertising . . : 
these are the added advantages you have to sell. 


For profitable volume, line up with the leaders . . . the comfort 
and style of MASSAGIC Air Cushion Shoes. 


WEYENBERG SHOE MFG. CO. MILWAUKEE 1, WISCONSIN 
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FREEMAN SHOE CORPORATION 


Beloit, Wiscon 


© 1960 Freeman Shoe Corp, 
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these 
shoes 
only 
look 


alike... 


ee ELLON ‘innersoles make the difference! 


MAKE THIS TEST 
AND SEE THE DIFFERENCE 


PELLON performs two ways for you—l1. As a product. 2. As a brand. 

True flexibility distinguishes Pellon from imitators. Pellon is the brand with unequalled 
customer confidence. Let your customers know ‘there’s Pellon inside’ the shoes 

you sell. Booklets are available without cost for insertion in shoe boxes, 


P ELLON CORPORATION Empire State Building, New York 1, N. Y. 
Shoe Sales Division : 


IRVING J. FIFE & CO. 432 Park Ave. South, New York 16, N. Y. 


@PELLON IS THE REGISTERED TRADE MARK OF THE PELLON CORP. 
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In This Issue... 
Color, Color, Color Is the Story in Fall Leathers 34 


The styling of leather colors for next fall and winter has been 
based on new ranges of color for both volume and high fashion 
shoes. There will be new ways of combining colors and leathers. 


Many Materials Make a Shoe ................ 36 
Many of the parts that go into the making of a shoe are con- 
cealed but they are nontheless important for wear, comfort 

and style. 


PINE oN ccb cteb es ShaceKasncniae OO 


Fabrics for shoes have much to offer in beauty and variety 
for next fall and winter. 


What's in a Shoe and How fo Sell It: the Moccasin 40 


The moccasin construction can be used for almost every type 
of footwear and it is still one of the most popular shoe types 
after a history of 10,000 years. 


Leather Show to Mark Turn ................. 43 


Many tanners see a favorable sales climate coming and expect 
the show to mark the turning point for the leather and shoe 
industries. 


Budgeting Your Way to Profits .............. 44 


The businessman who works with a budget knows what he is 
doing and where he is going. 


Vigorous Fall 1961 Is Allied Show Background... 47 


The Allied Show Advisory Committee believes that mounting 
evidence from within the industry points to the growing 
possibility of a record second half for 1961. 
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Departments... 
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Baker Reporting from Washington 11 Publisher's Column ........... 7 
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Coming December 15... 


Brand Name Guide and Feature Shoe Issue 
This issue of the Recorper will be in two sections and will 
include the 1961 Brand Name Guide and Trademark Di- 
rectory. In Section I, feature shoes will be headlined, with 
articles on foot health, feature shoe styling, the doctor-shoe- 
man relationship, and feature shoe retailing. 
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Luck is a lungful. 


Luck is a shiny pin, 














a fallen feather, or 

a white horse... if 
you spit three times. 
A surer safeguard for 
their future and yours, 
is the dependable fit 
and fine construction 


Blue Star reliably provides. 


SS STAR 


$5-$6-$7 SHOES...’ in stock—same day service 








Bive Star Shoes, Inc., Manufacturers « 5 Franklin Street, Lawrence, Mass. g KY 
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From ancient india... 
Jarman brings you Genuine 
’ WATER, BUFFALO : 
Nature's most extraordinary leather 
We 
Ft Jarman’s unique Water Buffalo 


styles (advertised in LIFE this fall) 

are proving to be big favorites 

with men throughout the country. SHOES FOR MEN 
This highly successful promotion $10.95 10 $19.95 most sivies 
is current evidence of Jarman’s 

lively leadership which retailers find 

so lucrative every season. We invite 

your inquiry. (Shown here is style 

J4780, in genuine Water Buffalo.) 


Jarman Shoe Company, Nashville, Tennessee *« A GENESCO Division 
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—The election is over! The turbulence has subsided 
and everyone is relieved. Now, we can all get back 
to the serious business of doing a day’s work. 

—First things first . . . and this month of December is 
a good time for a vital, final surge of effort to boost 
sales, promotions and operations so that year-end 
figures will reflect some measure of the glowing pre- 
dictions that were made last year (at about this 
time) for the Soaring Sixties. 

—The record figures of 1959 will be hard to beat; but 
most shoe men feel they will chalk up increases 
in ’60 that will probably range from “slight” to 
“substantial.” 

—Robert C. Erb, president of the Melville Shoe Cor- 
poration, speaking for his company, said recently: 
“With a good fourth quarter and good Christmas 
business, our year-end figures should show an in- 
crease somewhere between the 14.4 per cent for the 
first six months and 11.4 per cent for the first nine 
months of 1960.” 

—Manny A. Gruber, vice-president of Regal Shoe 
Company, stated: “Business is cyclical. Right now, 
we are going through the toughest period of ad- 
justment. However, the month of December, always 
an important barometer, may be the turning point. 
We look for good business then; and believe it will 
continue to improve through spring ’61.” 

—The above quotes are typical of the general feeling 
shoe men have about 1960. The next thing is the 
outlook for ’61; and in this respect, they are a bit 
cautious. However, they tend to look at the brighter 
side; and most of them expect that the pickup in 
business will accelerate and that spring ’61 business 
will be good. 
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SUMP/NG- JACKS 


V-B 
10-YEAR 
RETAILER 


Congratulations, 
Jack and Lou! 


Lou Weinstein, owner of Lou’s 
Bootery, Green Bay, Wisc., and 
Jack Satek, V-B salesman, have 
enjoyed 10 profitable years work- 
ing together. Their formula: Bal- 
anced stocks for fast turnover... 
plus consistent reorders. Every 
Saturday, 52 Saturdays a year, 
for 10 years, Lou sent in his size- 
up order on Jumping Jacks! 
Shows you what retailer—sales- 
man teamwork can accomplish! 
Keep up the good work, fellas! 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 

















CX pp HOICE OF THE COUNTRYSIDE 






lace English-type 
oxford into the 
easy-on-and- 


off class. 

















Americanized versions 
of British shoes... 
favored by Perkins Bailey 








A popular High-Riser with TAYLOR satin- 
finish SHUGOR providing automatic easy 
self-adjustment to the movement of the foot. 
— yy 
& &. 





COPR, 1960 THOMAS TAYLOR & SONS 
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the men 
who have 
it made... 
have. 
IRVING <f 
help 
them 
make 
it! 








IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 





See you at the leather show, statler-hilton BOOTHS 53 and 54 
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THE QUALITY LEATHER 
for fall 61 
....m polished 


and luster calf 
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THE LEATHER co. GIRARD, OHIO 














GEORGE H. BAKER 


Baker Reporting from WASHINGTON 


@ Retail interests in Washington are urging retailers to get 
into the fight now against wage-hour legislation. 


® Data given by business firms to the Census 
Bureau must continue to be held in confi- 
dence, Supreme Court says. 


@® The Supreme Court reaffirms that a state can 
tax the earnings of out-of-state corporations 
that own no property in the state. 
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6 Retail business interests in Washington are already buckling on their 
armor for the fight against new wage-hour legislation next year. 

Despite the failure of new minimum wage proposals this year, busi- 
nessmen know the issue is sure to come up again next year. Chances are 
good that a new law will be passed. 

The National Retail Merchants Association is launching a drive to 
impress members with the consequences of a law that would bring retail 
stores under federal supervision in wage matters. The Association hopes to 
culminate the drive before January 4, 1961, when the 87th Congress 
convenes. 

The American Retail Federation is also urging retailers to join the 
fight now. “There is no truce in this battle,” ARF declares, pointing out 
that it may be too late to act after the bills are introduced. 

NRMA is urging members to visit their home district congressmen 
during the period between election day and January 4. These business 
emissaries will be armed with facts and figures in opposition to federal 
control in small business operations. 


& The U. S. Supreme Court has upheld the privacy of Census Bureau 
records. 

The Department of Justice and the Federal Trade Commission had 
been clamoring for the right to examine Census Bureau records, especially 
data submitted by individual companies. The two agencies claimed their 
antimonopoly prosecutions would be hurt if they were refused a look at 
the census records. 

The high court ruled against the trustbusters. It upheld the Beatrice 
Foods Co., of Chicago, in its refusal to make available copies of records 
given in confidence to the Census Bureau. 

This means that any data you give to the Census Bureau will continue 
to be held in confidence, as in the past. This point is particularly impor- 
tant to companies that compete sharply, for the Census Bureau records 
are a goldmine of information concerning each firm’s sales activities. 


* The U. S. Supreme Court has struck down another challenge to state 
taxation powers. 

Last year, the high court affirmed the right of a state (Louisiana) to 
tax the earnings of a shoe manufacturer (International). The company 
had argued that it owned no property in the state, operated no sales offices, 
maintained no warehouses. Its only activities in the state were order- 
taking by salesmen, it argued. But the courts struck down the company’s 
contention that state income taxes did not apply. 

In the new case at hand, the high court denied a similar challenge by 
a steel company (Armco) to a Michigan tax on company sales. Armco 
had argued that Michigan’s tax on a share of its income was an undue 
burden on commerce. The high court rejected this contention, thereby 
upholding the right of the state to impose taxes on the Michigan share 
of Armco’s income. 











Report from 


® The Internal Revenue Service now says that 
parking let construction cannot he deducted 
as a business expense. 


WASHINGTON ° wit passed: increase business costs. Here 


is a partial rundewn. 











The Internal Revenue Service has performed a neat about-face on the 
question of tax deductions claimed by merchants who help finance city 
parking lots. 

IRS now says that city parking lots fall into the category of “special 
projects” and, as such, tend to increase the value of property. 

Many cities throughout the country have successfully promoted down- 
town park-and-shop projects by assessing area merchants for construc- 
tion costs. 

Two years ago, federal tax men ruled that such assessments could be 
deducted from income taxes as a legitimate business expense. IRS’ reversal 
may dampen merchants’ enthusiasm for off-street parking projects. 


President-elect Kennedy is set to thrust a long “shopping list” of 
demands under the noses of the new Congress. Many of the upcoming 
White House requests will, if written into law, increase merchants’ costs. 
Here’s a partial rundown on what to expect in January: 

WAGES: Mr. Kennedy will ask—and probably get—a new law which 
not only increases wages but also brings most retailers under federal wage 
regulation. Increasing the existing $1-per-hour minimum means workers in 
higher wage brackets will then demand higher rates in order to preserve 
differentials between skilled and semi-skilled groups. Bringing retailing 
under federal control not only means that federal wage minimums will 
apply; it also means that merchants must start keeping detailed wage 
records to be prescribed by Washington. 

TARIFFS: The trend toward lower tariffs is to continue. White 
House will make an attempt to ease the import problem by asking foreign 
producers to abide by voluntary quotas. The chances for higher tariffs or 
quotas are very slim. 


TAXES: Will almost surely rise. Only question is how much and how 
soon. Mr. Kennedy says he won’t know until January just how much extra 
his “new frontier” program will cost the taxpayers. Inevitably, he’s going 
to ask the Congress to vote new and higher taxes to keep government costs 
from completely running away from income. A national sales tax is a possi- 
bility, but Mr. Kennedy is wary of offending consumers with this proposal 
just yet. 

DEFENSE SPENDING: Present rate of about $41 billion a year is 
to rise to $44 billion and possibly more. Mr. Kennedy is convinced that 
only a sharp and dramatic spurt ahead in our air, land, and sea defenses 
will help us regain some of the world prestige he believes we’ve lost. Con- 
gress will grumble only sightly; will end up by voting most of the extra 
dollars Kennedy asks. 

LABOR: A definite shift toward what labor leaders want will color 
the new labor laws to be written by the Congress. Likely: End of the 
existing ban on picketing sites not involved in strikes (‘common situs” 
picketing) ; an all-out move to kill off all state right-to-work laws. 

SHOE LABELING: Chances of a national label law are way down, 
but not out, because of the defeat of Rep. Charles O. Porter (Oregon 
Democrat). Mr. Porter was the leader in demanding a labeling law. Wilbur 
Gardner, the Medford (Oregon) cobbler who’s been asking parents and 
consumer groups to demand a label law, is now concentrating on other 
congressmen. 

(CONTINUED ON PAGE 50) 
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fashion for fall 


Be 
Spies 
SCO and winter *61 in 

Amalco kidskin 


4 A rich harvest of smashing new orchard 
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and vineyard colors to vitalize shoe styling 


ECRUSE—Edwardian leather in a modern adaptation 
of the two-tone look. 

EVERKLEEN—beautiful color-locked kidskin suede 
with fine close nap and newly improved mellowness. 
SOFT TOUCH—the new burnished natural shrunken 
grain kidskin with the beautiful creased effect. 
AMALINE—burnished aniline kidskin in a new antique 
stippled finish. 

ANTIQUE SOFT TOUCH—new burnished soft touch 
with antique stipple. 

SHIMMER—real pearl lustre on natural grain creased 
kidskins. 


SOFTEE—favorite natural creased kidskin with the 
beautiful demi-matte finish. 





LEATHER SHOW FROSTEE—genuine pearl lustre on smooth kidskin 
STATLER-HILTON HOTEL of soft mello feel. 
BOOTH NO. 31 ASTRA—smooth kidskin with new demi-glaze finish 
DECEMBER 13-14 and mellow break. 


LONDON BRUSH—new fine-nap color-locked suede 
for men’s town and city shoes in the British manner. 


AMALCO FASHION OFFICE, Room 604, 71 W. 35th St., New York, N. Y. 
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AMALGAMATED LEATHER COMPANIES, INC. © WILMINGTON 99, DELAWARE 
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ACTRA 


SOLE LEATHER 








1924 


Dear Mr. Retailer: 


If you sell—and want to sell 
more—CHILDREN’S SHOES...WORK SHOES...you should 


be asking your shoe salesman or supplier for Genuine 


with 






Leather Soles...upgraded 


Battles Wear— 
Bars Water! 


BECAUSE: 


You know every shoe buyer and wearer really prefers Genuine Leather to all substitutes — and 
now Genuine Leather soles can have all the ‘“‘wear-and-weather”’ advantages claimed by composi- 
tions, without such shortcomings as marring or smudging floors, etc. 

ACTRAGARD Impregnation actually penetrates the sole leather—‘‘armors” each fibre with a 
flexible moisture-repelling film— and adds greatly to leather density to build Jong, long wear 
right into every sole. 

These ACTRAGARDED fibres all through the sole strongly resist abrasion — prevent “brittle- 
ment” and cracking — permit no “wick” action to spread moisture, even under severe exposure: 
““puddle-jumping™ youngsters’ feet stay dry. Yet ACTRAGARDED Soles keep the characteristic 
flexibility of Genuine Leather. And ACTRAGARD Impregnation leaves sole bottoms with a 
“tooth” to provide a positive non-skid friction surface. No wonder this type of impregnation is 
now specified for U.S. and Canadian Military Shoes! 

Yes—Trask’s ACTRAGARD Impregnation gives retailers the greatest ‘‘sales plus” in years. 
Ask your sources today how soon they’re putting it to work for you. 


*Write for sample “AC TRAGARDED’ Sole 


ARTHUR C. TRASK CO. 


327 S. LASALLE ST., CHICAGO 4, WAbash 2-8900 
NEW YORK OFFICE: 509 Madison Ave., New York 22, MUrray-Hill 8-9240 





CANADIAN OFFICE: 67 Farningham, Islington, Ont., Canada, BE/mont 3-6582 
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ELASTOE is a new soft box toe 
primarily designed for double and triple 
needle point shoes. It is easy to last, 
wipes in without fight at the bedlasting 
machine ... and your lasts can be pulled 
quickly. Elastoe faithfully reproduces 
and retains the crown of the last and 
yet has the resiliency that is so impor- 
tant to every good shoemaker. The qual- 
ities of Elastoe are truly hard to believe 
until you see it in operation in your own 
factory. 


w 


Beckwith are the manufacturers of the 
famous quality line of thermoplastic, 
solvent-activated and softie type box 
toes. 





ELASTOE 


jele> annoy: 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES: Beckwith Mfg. Co., of Wisconsin — Milwaukee + Beckwith Box Toe, Limited, Sherbrooke, P. Q., Canade 
Victory Plastics Co., Hudson, Mass. + Safety Box Toe Company, Boston, Mass. + AGENTS: Wright-Guhman Co., St. Lovis, Missouri + Dellinger Sales Co., Reading, Pa. 
The Geo. A. Springmeier Co., Cinci i, Ohio + Factory Supplies, Inc., Mil kee, Wis. +» Moore & Giles, Lynchburg, Va. 
T. Wingfield, Ltd., Auckland, New Zealand + A. Mushin & Miller Pty. Ltd., Metbourne, Australia + Ramil & Co., Boston, Mass., for Latin America and South Africa 
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SPEAKING OF DATES 


EVERY MONTH 








push LAZI)-BONEL ies ! 


REG. U.S. PAT. OFF. AND CANADA 


RESOLVE to advertise and display Lazy-Bones . . . tie in 
with Lazy-Bones advertising in Good Housekeeping and 
Parents’ Magazine. We'll supply advertising and display 
material, in addition to our liberal ‘‘co-op'’ agreement for 


newspaper advertising. 


RESOLVE to talk Lazy-Bones to parents at every oppor- 
tunity . . . try Lazy-Bones on every youngster who enters 
your store. 


RESOLVE to keep your Lazy-Bones stocks properly styled 
and sized. Our “‘in-stock”’ service makes it easy. Yes... 


RESOLVE to take every advantage of Lazy-Bones’ tremen- 
dous volume-and-profit potentials. And why wait for '61? 
START TODAY! 


THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO. 
MAKERS OF 


LALY-BONES 


PEG. VU. S. PAT. OFF. AND CANADA 


Good Sheet for Boy and Gil 





IS A LAZY-BONES MONTH 


} 








e Dates to Remember 


MAJOR MARKETS ... 

Allied Shoe Products Show, Fall-Winter 
1961, New York Trade Show Bldg., 
ee: THe ce rn ree hie Dec. 10-13 

Shoe Fabric Show, Fall-Winter 1961, 
National Shoe Fabric Assn., Hotel 
New Yorker, New York........ Dec. 11-13 

Leather Show, Fall-Winter 1961, Tan- 
ners’ Council of America, Statler- 
Hilton Hotel, New York....... Dec. 13-14 

Advance Fall Shoe Market Week, New 
England Shoe and Leather Assn., 
Hotels Statler Hilton and Sheraton 
Plann: Gentes ©. os. hae yes =~ April 3-6 

Shoe Market of America, St. Louis 
Shoe Manufacturers Assn., Hotels 
Sheraton - Jefferson, Statler - Hilton, 
Lennox and Park Plaza and St. Louis 
Merchandise Mart, St. Louis... .April 9-12 

Popular Price Shoe Show of America, 

New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, Sheraton-Atlantic and New 
Yorker Hotels, New York. .April 30-May 4 


. » » AND KEEP IN MIND 
Philadelphia Spring and Summer Shoe 
Show, Adelphia Hotel, Philadelphia 
Jan. 8-11 
Empire State Footwear Assn., Inc., Shoe 
Show and Convention, Onordaga 
Hotel, Syracuse, N. Y......... Jan. 15-17 
Twin City Shoe Guild, Summer Shoe 
Show, St. Paul Hotel, St. Paul, Minn. 
Jan. 21-23 
Associated Shoe Travelers of Baltimore, 
Spring Shoe Show, Lord Baltimore 
Hotel, Baltimore ............. Jan. 22-25 
Pennsylvania Shoe Travelers’ Assn., Inc., 
Summer Shoe Show, Hotels Penn- 
Sheraton and Carlton House, Pitts- 
NS a Fs ob ae cons ewes os a Feb. 4-7 
Midwest Shoe Travelers’ Assn., Summer 
Shoe Show, Palmer House, Chicago 
Feb. 26-March | 
Designers Shoe Guild, Advance Fall 
Openings, members’ showrooms, New 
WONG Giticis vo Sw awd nooo Week of Feb. 27 
Tanners’ Council of America, Spring 
Meeting, Boca Raton Club, Boca 
My PUR 05 seh rpncexacuee March 6-8 
Designers Shoe Guild, Fall Openings, 
members’ showrooms, New York 
Week of April 17 
North American Factory Management 
Conference, National Shoe Manufac- 
turers Assn., Netherland Hilton Hotel, 
ee geet! > SpRIIRE epee April 20-23 
Northwest Shoe Travelers, Inc., Fall 
Shoe Fair, St. Paul Hotel, St. Paul, 
ric a rciad sks webbie <8 April 22-25 
Pacific Northwest Shoe Travelers, Inc., 
Fall Shoe Show, New Washington 
and Olympic Hotels, Seattle. April 22-25 
Southeastern Shoe Travelers, ‘ac., Fall 
Shoe Show, Henry Gredy, Piedmont, 
Peachtree-on-Peacht' se and Dinkler 
Plaza Hotels, At!anta....April 30-May 3 
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IS THE WORD FOR VINER THIS SEASON! Dynamic new styling. 
Dynamic sales appeal. There's a new look of fashion to 

the line that will excite your customers, will build traffic 

and volume, Fast Viner In-Stock service will keep your 

shelves full, too. It’s a great selling line this season! én 


IN-STOCK Retail $6.95 — $9.95 


surrey 





tcipaanemen 





Wine 


FOOTWEAR 


VINER BROS., INC., BANGOR, MAINE Shoe Craftsmen Since 1905 








blaze a trail toa 
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oales with CUSH-N-CREPE 
JUMBO RIB 


Recognized instantly as a sign 
of fine shoemaking, this Solemark 
of Quality is the sportsman’s 
guarantee of buoyant comfort 
and bonus wear. Specify this 
nationally advertised sole... your 


customers will... because it’s 
oe NOT ON ALL SHOES... 
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Combine Breast Flap Laying 


With Quality Sole Attaching... 
2 


Production and economic advantages through 
combined operations 


Proven top quality sole attaching 
Simple reliable flap laying mechanism 
Fast, easy shoe handling 

Readily adjustable for heel height 


Quickly changed for conventional sole attach - 
ing without removing pad boxes 





Let us demonstrate the Sipited, Cement Sole & 


Breast Flap Attaching Machine in your factory. 





NRA etn a Ba 





Call your nearest United Office to arrange for a trial. 





UNITED SHOE MACHINERY CORPORATION 
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Rapid Style Turnover 
Refuted as Sales Spur 


BOSTON—tThe industry’s belief 
that rapid fashion turnover is what 
the consumer wants—and what will 
sell more shoes—is proving falla- 
cious. So claimed William A. Rossi, 
field editor of BoOT AND SHOE RE- 
CORDER, in a talk at the Boston 
spring show. 

He said the key to increased sales 
and per capita consumption lies in 
giving footwear “a fresh functional 
concept” like the “play shoe” of 26 
years ago. That innovation, he re- 
called, sparked an immediate rise 
in women’s shoe consumption from 
3 to 3.3 pairs per person. 


Per Capita Is Static—In the last 
decade, the editor said, the industry 
has introduced new patterns and 
styles at a rate of 100,000 a year. 
But sales growth has averaged only 
1.6 per cent a year, most of it trace- 
able to population expansion. Said 
Mr. Rossi, ‘If this dragging growth 
pattern continues in the Sixties, the 
shoe industry will find itself with 
an enlarged load of competitive 
problems.” 

While he conceded that fashion 
accounts for half of all shoe sales, 
Editor Rossi said “it obviously has 
a saturation point as a direct sales 
stimulant. Beyond that it becomes 
creative indigestion.” 

He said most markdowns stem 
from too-rapid style turnover. 


Undesired Effect — ‘The exces- 
sive pace of fashion turnover hasn’t 
stimulated consumers to buy more 
shoes,” Mr. Rossi said, “but often 
has had an opposite effect.” For in- 
stance, it has led women to stick 
to the “safe” plain black pump. 

Stressing the functional concept, 

Mr. Rossi declared, “The outlook 
for increased sales and consump- 
tion in the Sixties can be extremely 
optimistic—if the industry hitches 
its wagon to the right horses. . 
In the Sixties we may see a new 
concept of product obsolescence 
take hold: ‘dynamic obsolescence,’ 
meaning creation of new types of 
footwear serving new functional 
purposes. These are shoe types 
with fresh reason for being.” 
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Optimism Marks Boston Mart 


Above-normal retail inventories 
cut into bookings at the Boston 
Shoe Travelers’ show. Still, or- 
ders were substantial, exhibitors 
were satisfied and retailers were 
hopeful about prospects. 


By OWEN A. THOMAS 


BOSTON—Although inventories 
are still higher than normal for 
this time of year, retailers placed 
substantial orders at the spring 
show sponsored by the Boston Shoe 
Travelers’ Assn. at the Parker 
House here two weeks ago. 

The total volume of business 
booked was less than that done in 
other years when better business 
conditions prevailed. But most ex- 
hibitors were well satisfied. They 
seemed sure that retailers will com- 
plete the balance of their initial 
buys before mid-December. 


Merchants Are Hopeful—Retail- 
ers too were inclined to be more 
optimistic. As one merchant put it, 
“When I review my October-No- 
vember figures I feel discouraged. 
When I look ahead to Easter I feel 
better. No one can tell me that we 
won’t sell shoes if we have new, 
fresh numbers to promote. 

“So I’m placing orders right now 
for about 60 to 65 per cent of what 
I anticipate will be my needs, and 
I'll depend on reorders from in- 
stock for the balance. Business 
may easily take a turn for the bet- 
ter sooner than we think.” 

Attendance at the show was bet- 
ter than had been expected. The 
first day saw a total of 400 buyers 
registered; the second day, 200. By 
the last day the total had reached 
about 700. All six New England 
states were represented and there 
were some buyers from as far away 
as upstate New York. 


Women’s Lines Predominant— 
Business followed the same pattern 
as registration, with nearly 60 per 
cent of the orders being written on 
the first day. 

Of the 160 branded line exhibi- 
tors, about 65 per cent were manu- 
facturers of women’s shoes. Men’s 


and children’s were about evenly 
divided. 

Probably the most significant 
trend in women’s styles was the ac- 
ceptance of pointed-toe lasts by 
stores which previously had been 
unable to sell themselves on this 
type. Even stores located in semi- 
rural and rural communities are 
now planning to stock at least some 
of these types—not much more 
pointed, however, than the double 
needle. 


Four Colors Dominate—Sample 
rooms with women’s dress shoes 
were not overloaded with new col- 
ors. Several exhibitors reported 
that, although the newer shades 
were to be had on a makeup basis, 
practically all the business they 
had done at the show was on three 
or four colors—black, bone, light 
tan and pastel green in that order. 
Green, they pointed out, is strictly 
a promotional color. 

Women’s casual types sold better 
than did dress styles. Here too, ac- 
cording to two or three exhibitors, 
black and bone accounted for the 
greater part of initial orders writ- 
ten at the show. They said, how- 
ever, that higher colors would as- 
sume greater importance soon after 
Easter, weather permitting. Some 
of the newer reds, they predicted, 
would be very good. 


Black Prevails for Men—Men’s 
shoe business was predominantly 
in black. It outsold the brown fam- 
ily by 2 to 1 even in the casual 
category. 

Children’s footwear ranged from 
black patent for early spring to 
browns and reds for later in the 
season. The now-familiar patch 
saddle patterns also were freely 
bought. One exhibitor estimated 
that these constituted more than 
50 per cent of his orders to date. 

The only social affair held in con- 
nection with the show was the an- 
nual luncheon at which retailers 
were guests of the travelers. Fea- 
tured speaker was William A. Rossi, 
field editor of BOOT AND SHOE RE- 
CORDER (see story at left). 
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Patent, Bone 50-50 at Denver 


Attendance at the Mountain 
States show equaled that of a 
year ago. First-day buying was 


heavy but later it dwindled. 


By VIVIAN ANDERSON 


DENVER — New accounts were 
opened, traffic was heavy and total 
attendance was made up to that of 
a year ago at the Spring Shoe Mar- 
ket of the Mountain States Shoe 
Travelers in mid-November. 

Suying by the 250 retailers from 
Kansas, Nebraska, South Dakota, 
Utah, Wyoming and Colorado was 
heavy on the first day, Sunday, but 
dwindled the other two days. Well 
attended were three fashion clinics 
and workshops. 


Patent vs. Bone—Black patent 
and bone ran 50-50 in women’s 
dress shoe orders, and there was 
volume buying in combinations of 
colors: bone and ecru, patent and 
bone, gardenia and patent, gar- 
denia and ombre shades. Some re- 
tailers bought gardenia guardedly, 
saying it could be a sleeper but 
could cut into white business. 

Lilac shades and spindrift green 
were bought as promotional colors, 
and there was a goodly representa- 
tion of lusters, especially in lilac, 
pink, blue and yellow. 

Spectators with offside or toe 
treatments were popular in every 
line. Navy was bought for pairage 
and there was fair interest in coral 
and orange. 


Trend to 18/8s—In women’s 
heels an increasing trend was noted 
toward 18/8 thin heels on triple and 
double needle toes. Retailers esti- 
mated that 50 to 60 per cent of 
spring buying was in mid-heels and 
lower, including staple lines. Many 
orders were placed for new little 
12/8 heels. In the $16 to $20 retail 
range of dress shoes on high heels, 
many were buying only triples; 
some, half triple and half double 
needles. In 18/8 heels, 75 per cent 
were in double needles. 

Winklepickers were purchased in 
10- and 12-pair lots for promotional 


purposes. 


Stacked Heels for Girls—Volume 
buying was seen in teen girls’ shoes 
with a trend away from 2/8 pan- 
cake heels to stacked cowboy heels. 
Little activity was seen in squash 
and Queen Anne heels. Teen orders 
showed volume in triple needles on 
flats, in bone, patent and high col- 
ors. Harlequin-type shoes and six- 
eyelet softie types on pancake heels 
were purchased in orange, bay- 
berry red and other high colors. 

Casuals were moving in ombre 
shades, bone in combination with 
darker colors and in _ off-white 
leathers, along with straws and 
modern fabric prints. There was 
increased interest in wedgies with 
scooped-out shanks. 


Openings in Demand — Stacked 
heels on tailored and walking shoes 
were purchased in volume. There 
was a demand for opened-up shoes, 
not slings but opened-up vamps, 
shanks and quarters; only a few 
lines showed them. 

For little girls, black patent was 
the volume shoe, with swivel 
straps still No. 1. There was some 
interest in white luster and white 
patent. Many retailers reordered 
black nylon velvet saddles for sell- 
ing through March. Black con- 
tinues the No. 1 color for boys, 
though the show revealed a trend 
toward the olive and deep-toned 
brown shades. 

Retailers bought penny loafers 
on narrow lasts for older boys. 


40% Slipons for Men— Men’s 
shoe orders were comprised of 
about 60 per cent lace and 40 per 
cent slipons, including loafer types, 
casual and dress styles. Increased 
interest was noted in boxer-type 
slipons. Very narrow toes on men’s 
shoes and higher heels represented 
only about 5 per cent of the busi- 
ness. 

Olive was selling better in casual 
than in dressy lines. Deep-toned 
brown shades led with about 55 per 
cent, followed by about 40 per cent 
black in dress or business-type 
shoes, and the balance in tan and 
olive. 


Columbus Traffic Up 
Despite Date Conflict 


By MARDO WILLIAMS 


COLUMBUS, O.—The Ohio Shoe 
Travelers Club’s spring buying 
mart ran into a timing conflict with 
the Pittsburgh show, but business 
didn’t suffer as a result. 

“This was a fine show,” claimed 
representatives of most of the 98 
exhibitors. Some 114 shoe lines 
were displayed. The number of ex- 
hibitors was 10 less than a year 
ago, and show officials attributed 
this to the conflict in show dates. 
But William Short, retiring presi- 
dent of the Travelers, expressed 
gratification at both the attendance 
and the amount of buying. Said he: 
“We had anticipated a one-third 
reduction in attendance, but this 
didn’t materialize.” 


Sunday Traffic Rises—Traffic was 
up as 450 buyers from Ohio and 
four neighboring states visited 
showrooms on the opening day 
alone. This was 50 more than the 
first-day attendance a year before 
when a breakfast and an Hawaiian 
dance party were staged as extra 
incentives. 

“Our worst trouble,” said one 
salesman, “is having to crowd al- 
most all our business into one day.” 
However, appointments were set up 
for the other two days, and most 
of the bigger orders were written 
after traffic slowed down, according 
to A. T. (Tony) Maniace, show 
chairman and newly elected club 
president. One traveler, flourish- 
ing an order for 1,200 pairs of wo- 
men’s shoes, said business was bet- 
ter at this show than at either the 
May show or last November’s 
event. 


Factors in Turnout—Mr. Short 
attributed the favorable attendance 
to several factors: the end of pre- 
election uncertainty; increasingly 
good relations between traveler and 
retailer; “conservative optimism” 
about next year’s business, and the 
need to replenish stocks in most 
stores. 

A survey of exhibitors indicated 
that retail buying was up about 10 
per cent from a year ago. Most re- 
tailers predicted a 5 to 10 per cent 
sales gain for spring. 

But retailers were holding their 
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orders to actual needs, one traveler 
said. He explained: “They don’t 
want to be caught with a lot of 
money invested in stock if the ex- 
pected demand doesn’t materialize.” 


Olive for Men—Retailers fol- 
lowed the national trends in their 
buying preferences. They stocked 
up on the olive colors for men, ex- 
pressed a preference for unlined, 
handsewn numbers, and said their 
male customers like the _ slipon 
casuals, especially those with elas- 
ticized topline to assure snug fit. 

The slim, lightweight men’s shoe 
proved increasingly popular, as did 
those with unusual mesh or perfo- 
rated uppers. 

The big talk in women’s shoes 
was the triple needle toe. Most 
merchants bought a full color selec- 
tion. Calfskins and kids proved 
popular, and stacked heels were 
sought. Marshmallow cushions cap- 
tured the big volume in women’s 
casuals. 


Teenage Preferences—In teenage 
lines flats remained popular, and 
the empress heel—never too popu- 
lar here—was giving way to 15/8 
and 12/8 thin heels. In demand 
were pastel colors, nylon straws 
and soft kid leathers. 

The teenage business, one traveler 
said, is the hardest to obtain and 
the most lucrative. “You have to 
sell not only the purchaser but the 
two or three girls who accompany 
her,” he pointed out. 

A survey showed patch saddles 
strong among girls’ shoes, with all- 
over black, black and gray on 
white, and russet and white on 
beige, popular for service shoes. 
Black patent leather proved domi- 
nant among girls’ dress shoes, with 
varied and attractive bows on prac- 
tically every number. The trend 
was back to plain stacked heels, 
4/8 and 5/8. 


Black for Boys—In boys’ shoes, 
black remained the top choice, with 
the new deep coffee brown shades 
making a comeback. Brushed pig- 
skin had doubtful acceptance, al- 
though it is being continued in 
stock by most merchants. Soft 
leathers and crepe soles were in de- 
mand, as were slipons with elasti- 
cized topline. Mature styling was 
sought after in youths’ and boys’ 
shoes. 
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Florida Show Asks Makers’ Funds 


MIAMI BEACH—Shoe manufac- 
turers will be asked to put money 
behind the Miami Beach Shoe Show. 

The move, announced last month 
by Jack Rauch, president of the 
show association, confirms the na- 
tional status of the Miami Beach 
event. Until now, exhibitors and 
traffic have given the show more 
than regional significance, but this 
move is the first by the show asso- 
ciation to make the event national. 

Mr. Rauch said the manufactur- 
ers will be asked to support the show 
with a fee based on room assess- 
ments. He said the additional funds 
would be used for the promotion and 
development of the Miami Beach 
show. Included in association plans 
is the hiring of a public relations 
consultant to help publicize and plan 
the event. 

Mr. Rauch said that early returns 
from 106 of the 300 manufacturers 
polled about putting the show on a 
national basis indicate that 99 per 
cent would prefer the same or more 
space at the 1961 show. The same 


firms also expressed a willingness to 
pay the proposed $250 room assess- 
ment. Only five manufacturers 
weren’t in favor of national status. 

Three years ago, the first year of 
the show, the Miami Beach event 
was regional. This year 2000 per- 
sons registered at the Deauville 
Hotel to see the lines of the 420 ex- 
hibitors between Sept. 25 and 28. 
The customers came from all over 
the country and many exhibiting 
firms had the “top brass’ on hand. 

Mr. Rauch said the show will more 
than double in size at the Fountaine- 
bleau next year (Sept. 24-27). He 
said that, with promotion, the show’s 
possibilities are limitless. Manufac- 
turers have already written to re- 
serve space and some 50 customers 
have already asked for rooms in the 
hotel to be near the show. 

The show is important for formu- 
lating thinking and trends for 
spring and for giving retailers a 
look at forthcoming styles and an 
idea of what to buy, according to 
Mr. Rauch. 


Ripple Sole Wins Ruling Against Drug Chain 


DETROIT—Ripple Sole Corp. has 
won a court ruling against the Cun- 
ningham Drug Stores chain of 
Michigan in a patent infringement 
case. Federal District Judge Ralph 
M. Freeman upheld the corporation’s 
request for a “final injunction 
against further infringement” of its 
patent rights by the drug chain. 

The Cunningham firm was charged 
with selling shoes—labeled “Made in 
Japan” and “Comfortable”—with re- 
silient soles employing inventions 
protected by a U. S. patent issued to 
Nathan Hack, Ripple Sole inventor. 
Photographs of the shoes exhibited 
at the court hearing showed a man’s 
oxford with a sole embodying the 
patented ribbed contour with a 
“broken tread” pattern in the center. 

In a similar case in November 
1959, Ripple Sole brought action 
against Crowley-Milner & Co., a 
leading Detroit department store, for 
selling a “Made in Japan” shoe with 
a ribbed sole like the Ripple Sole. 
That case was dismissed without 


prejudice and without cost when the 
defendant agreed to stop selling the 
shoes. 


Ripple’s John MacNamara 


Joins Beebe as Salesman 


BOSTON—John F. MacNamara, 
who has been advertising and sales 
promotion director for Ripple Sole 
Corp., Detroit, for the past year, is 
taking a new post as sales represen- 
tative in Pennsylvania and Maryland 
for Beebe Rubber Co., Nashua, N. H. 
He succeeds Guy Mitchell, assistant 
sales manager, who has retired. 
Beebe is the exclusive manufacturer 
of Ripple Soles in the U. 8S. 

Meanwhile James Hack, son of 
Ripple Sole Corp. Executive Vice- 
President Morton Hack, has joined 
the Ripple firm as assistant to the 
executive vice-president. His duties 
are expected to involve advertising 
and sales promotion. 

James Hack has recently completed 
a tour of duty as a Navy lieutenant. 
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Pittsburgh Traffic Equals 59 


Widespread unemployment in 
the Steel City area failed to cut 
into attendance at the Pennsyl- 
vania Shoe Travelers’ show. Sub- 
stantial orders were written. 


PITTSBURGH—In spite of wide 
unemployment in this area, atten- 
dance at the Pennsylvania Shoe 
Travelers’ Assn. spring showing in 
mid-November matched that of a 
year ago. 

Retailers arrived early and Sun- 
day morning traffic was heavy. The 
weather was perfect and buyers 
came from as far as 250 miles away. 

For several months, merchants 
here have been buying on a hand- 
to-mouth basis. At the show, de- 
spite the steel industry slowdown, 
they placed substantial orders for 
January and February deliveries. 


Little Activity in Men’s — As 
usual here, women’s and children’s 
lines accounted for the bulk of the 
orders written. Men’s dress and 
work shoes were lagging, and new 
styles were bought generally for 
delayed delivery. 

Prices were not a subject of con- 
cern here, and there was no evi- 
dence of trading down. Many sales- 
men in the two show hotels sold 
their regular accounts their normal 
commitment, making a trip to the 
store later in the season unneces- 
Sary. 


Barly Easter Helps — For ex- 
hibitors of women’s style lines the 
pace of buying was excellent. The 
early Easter (April 2) was a major 
factor in buyers’ decisions to place 
orders now. Another was the rec- 
ognition that triple needle lasts 
are in short supply in many fac- 
tories. 

Ninety-five per cent of all fash- 
ion shoes bought were in closed 
toes, with the triple needle leading 
even among small-town buyers. 
Bone and patent were out in front 
followed by green and ombres in- 
cluding combinations. Smooth and 
textured leathers in both lined and 
unlined shoes were far ahead of 
suedes. Lusters played an impor- 


24 


tant role in such shades as straw- 
berry, bone, lilac and green. 

Medium heels were selling in 
larger percentages than ever be- 
fore. 

In the pattern family, peau de 
soie on patent and matte calf trims 
were strong. Bone and ecru com- 
binations on 18/8 and 23/8 heels 
were selling well. 


Stability in Children’s — The 
children’s shoes on display ap- 
peared to be styled and patterned 
along much the same lines as those 
of the past two seasons. For little 
girls the emphasis was on black 
patent in swivel straps and pumps 
en a moderately narrow last. Ny- 
lon velvet continued strong but 
mostly for holiday selling. 

For little boys, black continued 
particularly strong in dress types, 
but brown was starting a comeback. 
Lasts were slightly narrower with 
an overall reduction in the shoe’s 
weight. Slipons and the new monk 
strap latch seemed quite popular, 
with some interest in combinations 
such as black and brown with 
white. Casual types in brushed 
leathers with crepe soles continued 
as a prime favorite for spring. 


Men’s Narrow Toes Gain — In 
men’s dress shoes the trend to the 
light and flexible continued, with 
growing interest in the narrow 
toes carrying the slightly tapered 
and higher boot heel. The popular 
styles were slim and trim with very 
clean lines. Although black remain- 
ed on top, the new olive shades 
gained strength. 

The trend to suburban living has 
resulted in growing acceptance of 
casual-type shoes for summer wear. 
While some dressy types remain 
popular, far more interest is shown 
in the more informal, moccasin- 
type warm weather footwear. 

Slipons looked more important 
than ever, especially the boxer type. 
Nylons will be slow, but still im- 
portant enough to justify carrying 
one or two styles. Ventilated or 
punch-type shoes and also woven 
inserts will be strong for spring 
and summer selling. 





NSMA-TCA Breakfast Set 


For Dec. 13 in New York 


NEW YORK — The breakfast 
meeting co-sponsored by the Na- 
tional Shoe Manufacturers Assn. and 
the Tanners’ Council of America 
during the Shoe Resources Market 
Week in New York has been set for 
Tuesday, Dec. 13, at 8 a.m. in the 
Gold Ballroom of the Statler Hilton 
Hotel. 

Dr. Jules Backman, professor of 
economics at New York University, 
will be one of three speakers at the 
breakfast. His topic will be “The 
Economic Outlook for 1961.” Irving 
Glass, executive vice-president of the 
Tanners’ Council, will discuss the 
outlook for the hides and skins mar- 
ket and Robert E. Wall, chairman of 
the NSMA Trade Relations Com- 
mittee, will discuss steps to improve 
shoe and leather delivery problems 
and ways to improve service to the 
customer. 


New Division of Genesco 


To Make Soft Slippers 


NEW YORK—Genesco, Inc., has 
entered the soft slipper field with a 
new division, Impulse Shoe Co. The 
company will manufacture packable 
slippers to be sold exclusively at 
hosiery departments in department 
and specialty stores. The line will 
be marketed under the name of “Im- 
pease” at a full shoe store markup. 

Ten styles will be offered in the 
first line, retailing at $3.95. The 
slippers will be made in Nashville. 

The company has opened an office 
at 350 Fifth Ave., New York. Head 
of the new division and vice-presi- 
dent is John Livingood, who came to 
Genesco from a vice-presidency at 
Holt Hosiery Corp. 


‘No Shoeboard Dumping’ 


WASHINGTON, D. C.—French 
shoeboard is not being dumped (sold 
at less than fair value) in the U. S., 
the Treasury has ruled. Customs 
agents had been instructed to hold 
up imports of shoeboard from 
France while the Treasury looked 
into charges that some French ex- 
porters were dumping their shoe- 
board in the U. S. market. 

Last year about $100,000 worth 
of shoeboard came into this country 
from France. 
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by JOHN REILLY 


Editorial 





December, a Month to Watch 


HAT will be the long-term effects of the elec- 
W« of John F. Kennedy on shoe business? 
Whatever the answer to this question may 
be, the campaign dealt a telling blow to retailing gen- 
erally. In light of the confidence-destroying claims that 
were made by the President-elect during the campaign, 
it was remarkable that retail business held up as well 
as it did. 

Retailers had hoped that, with the election decided, 
a dam of delayed purchasing would burst and that 
post-election through Christmas business would be 
much better than last year. 

The Department of Commerce announcement, just 
after the election, that October retail sales had reached 
$18.5 billion, the highest level in four months and one 
per cent better than October ’59 was encouraging. 

No shoe figures are presently available, but the vol- 
ume of the first four reporting shoe chains showed a 
gain of only 1.5 per cent as against a 17 per cent gain 
for October 1959. 

On the same day that the Department of Commerce 
released its retail sales figures, the government re- 
leased some very bad news too. The Labor Department 
announced that unemployment was up sharply in Octo- 
ber to 3,579,000, a rise of 191,000, the greatest increase 
since the mid-40’s. 

Department store sales, which had contributed mate- 
rially to the increase in the October retail figures, got 
off to a very bad start in the first week of November. 
The second week, thanks to Election and Armistice Day 
shopping, enabled department stores to equal or slightly 
better their figures over the same period last year. But 
the upsurge which had been so confidently expected 
failed to materialize. 

So it appears that the spectre of unemployment which 
candidate Kennedy made such use of in the campaign 
is still with us. It may well be his first and toughest 
problem when he assumes office next January 20. 

Unemployment has always been a most serious prob- 
lem for the retailer, too. It will be interesting to see 
how drastically it will affect retail shoe sales between 
now and the first of the year. Despite the fact that the 
October figures indicate a serious trend, total employ- 
ment, while down from September, was at an all-time 
high for the month. Personal income during October 
was up over September, well above October, 1959, and 
was running at an annual rate of $408.4 billion. Con- 
sumers have the dollars but they are still holding off. 
November and December sales will provide an indicator 
of the effect of a sudden rise in unemployment on the 
buying psychology of the consumer. 
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Predictions are that Christmas retail sales generally 
will be about one to two per cent ahead of ’59. If shoe 
sales better that average, then we will have demon- 
strated that consumer appreciation of the values they 
receive in shoes runs high. For the next few months, 
at least, consumers will be more price-conscious and 
exacting than they have been for many years. We think 
that when the final count is in, shoe figures will com- 
pare favorably with all holiday retail sales figures. 

President-elect Kennedy has promised prompt and 
drastic action to avert any recession and to stop any 
serious rise in unemployment. Labor Department 
spokesmen see the possibility of 5,300,000 unemployed 
by next February. This could be a mandate to the 
President to take the prompt and vigorous action he 
promised during his campaign. 

John F. Kennedy, we think, will be a far more sober 
and, we hope, realistic president than he was a candi- 
date. He will recognize the fact that February is a 
seasonally low month for employment and will not push 
the panic button. The conservative coalition of Demo- 
crats and Republicans would provide a powerful deter- 
rent if he should. 

His reported choice of Governor Luther Hodges of 
North Carolina, a successful businessman, for Secre- 
tary of Commerce, is a good one. Governor Hodges, 
while sharing Kennedy’s views on the necessity for a 
more rapid growth in the Gross National Product, has 
an excellent record of improving the economy of North 
Carolina by encouraging industry. He created new jobs, 
increased the personal income of North Carolinians and 
yet balanced that state’s budget. 

Should the predicted figure of 5,300,000 unemployed 
by February actually materialize, the new President 
has a readily available and effective instrument to 
avert a serious recession. We hope he will use it first. 
It is a general reduction in taxes, and its immediate 
effect would be to stimulate retail sales. The more 
disposable income the consumer has the more goods 
he can buy. The more goods he buys, the faster men 
go back to work. 

The alternative to this is a hastily and perhaps ill- 
conceived public works program. This could take 
months or years to fully implement. 

These programs would cost the Treasury money and 
probably unbalance the budget. The first, however, is 
by far the preferable because it can be accomplished 
more quickly and the duration of a tax cut is subject 
to more precise controls. 
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$* PAIRS IN 1 YEAR? 
THAT WAS IN 1959! 























WITH ALL THE SMART. NEW NYLOVELSHOES AND 
DUPONT'S BIG PROGRAM IN SEVENTEEN, TEENER 
PAIRAGE IN 1961 CAN GO TO AT LEAST 10! 


Set your aim high on selling NyloVel shoes to teeners. 30 colors are your ammunition. 
Team up with undisputed leadership...NyloVel. Insist on the NyloVel tag. 
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JACK DECKER, buyer of men’s and 
boys’ shoes for the two topnotch Rod- 
ney’s men’s stores in Houston, Texas, 
says: “We need to sell fewer year 
round, or what I call ‘3-in-one’ season 
shoes; and concentrate more on push- 
ing seasonal merchandise. 

“We're all guilty . . . from the fitting 
stool to the manufacturer . . . of tell- 
ing a man he can wear a certain shoe 
for all purposes, year ‘round. But 
each time we do, we lessen our 
chances of selling him a second pair. 
And what’s happening? Men’s shoes 
are becoming a staple rather than a 
seasonal item. 

“To get away from the 3-in-one sea- 
son shoe and help increase our chances 
for selling that second pair, we’ve had 
excellent results from three special 
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promotions we have put on: (1) Wash- 
able white leathers (last year). As 
a result and the ease with which they 
can be cleaned, we sold more two- 
tones than ever before. (2) Shark- 
skins. Since they’ve received whole- 
hearted acceptance as a business shoe, 
they naturally warrant a second shoe. 
(3) Green .. . giving us another color 
for an extra shoe. We're selling them 
in smooth leathers both in the lace 
and slipon styles.” 


* * * 


“Adequate display space is the mer- 
chant’s most important selling tool,” 
says LEONARD LEVY of Rodgers in 
Chester, Pa. “However, 
cases, especially in the specialty or de- 
partment stores, this is hard to come 
by. It is true that from time to time 
an entire window is devoted to a sea- 


in many 
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sonal change-over; but what about the 
customer who didn’t look at the win- 
dow; or the impulse customer who 
will buy a pair of shoes simply be- 
cause they caught her eye (while on 
display) ? 

“Here’s how we have solved the prob- 
lem. We have two seating arrange- 
ments—one for women and the other 
for children . . . groups of seats that 
are placed back to back. We have 
bridged the space between with a run- 
way (made of plywood) that extends 
the length of the sitting aisles. The 
latest styles for both women and chil- 
dren are placed on this runway and 
they serve to attract the attention not 
only of the customers who are seated 
but also of those who browse through 
the store. 

“Then too we leave the shoe box open 
at certain spots along our stock shelves, 
with the heel of the shoe caught at the 
edge. 

“The important thing is visual displav 
and we try to utilize every inch of it.” 


* * * 


“A well-trained sales staff keeps sales 
on a high level,” says R. TRONICK, 
manager of the Nobil Shoe Store in 
Green Bay, Wisconsin. In addition to 
being manager of this shop, he is also 
inspector for five other Nobil stores in 
Wisconsin. Altogether, there are 105 
stores throughout the United States 
and he proudly states that the Green 
Bay store rates in the upper ten sales 
bracket. 

“I believe in the power of suggestion,” 
says Mr. Tronick. “I don’t want a 
sales person in our store to be just a 
shoe wrapper. I want him to analyze 
the customer’s demands. I want him 
to have alternates on hand, in case we 
don’t have the exact shoe the customer 
requires. I also want him to suggest 
‘plus’ items like bedroom slippers, 
hose, handbags, rubbers. We go on 
the theory that if a person doesn’t 
find the shoes she wants in our store, 
she'll go elsewhere, naturally. And if 


BOOT anvSHOE 
RECORDER 


she finds what she is looking for in 
the other shops, you may be pretty 
certain that the next time she wants 
a pair of shoes, she'll think of the 
shop that gave her what she wanted. 











“Because we are located where stores 
cater to women, we especially feature 
women’s and children’s shoes (al- 
though we also handle men’s foot- 
wear). I like to have bright colored 
shoes in the ‘nose’ of our windows. 
These are always effective eye catchers 
and we change the styles and colors 
frequently. 

“We've shown steady increases in 
sales, each month, in our Green Bay 
store; and we attribute it to our sales 
personnel, who are fast, courteous, 
efficient and capable.” 


* *% * 


“As a small independent shoe store, it 
is very important that we have the 
kind of window display that will hold 
interest,” says WILLIAM ROEHL of 
Enna Jettick Shoes in Philadelphia, 
Pa. “We must find a way of showing 
practically every shoe we have in stock 
so that the window shopper gets the 
message. Window displays for the 
small store cannot be underestimated. 
They should be as neatly put together 
as space and number of shoes (that 
have to be shown) allow. 


“Perhaps the larger stores can afford 
to feature the Shoe of the Month, or 
highlight certain seasonal styles. Their 
customers get into the habit of asking 
for certain styles (even though they 
may not see them in the window). We 
cannot take such chances. Our regu- 
lar customers know they can make 
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from the street windows. 


When they come into the store they 
This 


saves time both for the customer and 


selections 
know exactly what they want. 


the salesman. In this way, business is 
speeded up. We can serve several cus- 
tomers at the same time and we can 
devote more time to fitting customers 
more accurately with the shoes of 
their choice.” 


“ 7 . 


“Self service is not the answer for the 
shoe store in the better suburban 
areas,” says JOSEPH H. SITZ, JR.. 
proprietor of Crestline Youth Shop in 
Birmingham, Ala. “Despite the growth 
of self-service in almost every other in- 
dustry, shoes are one area where indi- 
vidual service and fit are most impor- 
tant and customers demand it. This is 
especially true of children’s shoes. 
Mothers want to know about fit, lasts, 
styles and prices. They just can’t get 
that in a self service store. Parents are 
prepared to pay more, if necessary, to 
assure properly fitted shoes for their 
youngsters. To my mind, the shoe 
business is the last in the world suit- 
able for self-service.” 


For 1961, Mr. Sitz says his big prob- 
lem will be trimming his sails price- 
wise, in line with the trend of business. 


“The triple needle crystallizes the high 
fashion theme,” says PHILIP SHERI- 
DAN, manager of the women’s shoe 
department at Gladding’s, Providence, 
R. I. “It is the ‘exclamation mark’ that 
spotlights the whole fashion story. 
While the extreme needle is not in the 
big volume group, it sells well. The 
fact that it has substantial acceptance 
guarantees the fashion-rightness of the 
double and triple needles for some 


time to come.” 
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Profile.... 


by ESTELLE G. ANDERSON 





PETE ROVIN 


go a long way, providing you put your heart and mind to it. That’s 
the general thesis. Pin-pointing it, in this case, simply means applying 
it to a specific man and his industry . . . “Pete” Rovin, buyer and manager 
of women’s better shoes at the three Gus Mayer Stores in New Orleans, La. 

Pete was introduced to shoes when he was a youngster. His uncles, Henry 
and Philip Wexner, had something to do with that. They used to talk shop 
and he listened; and the germ of their enthusiasm caught on. It was a 
natural thing, therefore, for him to spend his Saturdays and summer vaca- 
tions as a stock boy in the shoe store in his native city of Little Rock, Ark. 
As you have probably surmised, the shoe store was Kempner’s, where so 
many talented and well-known shoe men received their basic training in 
shoes. 

When he graduated from high school, he went to work at the store 
permanently . . . that is, until his family moved to New Orleans, in 1924. 
His father was buyer and manager of the men’s and boys’ clothing depart- 
ments in the newly opened annex of Maison Blanche in New Orleans. That 
same year he died; and Pete and his mother went back to Arkansas. He 
helped her set up and open a general merchandise store in North Little Rock. 
He stayed to make sure that everything was running smoothly. However, the 
shoe germ that had been incubated years ago began to take positive form. 
Pete decided the shoe business was his forte and he went back to selling 
shoes at Kempner’s. 

All this takes us up to 1926. For the next ten or twelve years, Pete moved 
about, from Hot Springs, Ark., to Memphis, Tenn., to Birmingham, Ala. . . . 
always under the aegis of either Henry or Phil Wexner. Finally, he went 
back to his Alma Mater, Kempner’s at Little Rock. 

After all that see-sawing, Pete thought that at last he was all set . . . and 
he would have been, except that World War II came along. In 1942 he went 
into the Armed Services. Graduated from O.C.S. the following year as a 
Second Lieutenant. He went to the Philippines in 1945 and was “separated” 
from the service in March 1946. 


‘T's exposure doesn’t depend upon time nor the extent. A little can 


(CONTINUED ON PAGE 52) 
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Air Conditioned Comfort 


For town or travel, warm weather comfort is 
assured by this handsome lightweight. Its woven 
appearance is created by over-all embossing. Perfs 
match the ventilated lining. Piping defines the lace 
stay and topline. Sole extensions are close with 
fine wheeling. 

Forepart styling reflects the new tapered look, 
slimmed to a moderate point. Construction is ce- 
ment welt and incorporates the Supple-Step insole 
...a Foot Pals style by Wall-Streeter. 














color 


HE styling of leather colors 
for next fall and winter has 
been base on new ranges for 
volume standards and high fashion. 
Colors that have been basic must be 
either brighter or modified or more 
faded. This is the first year that 
the safety of concentrating on peren- 
nial basics has been threatened. Tan- 
ners have done a superb job of 
introducing a whole range of beauti- 
ful dark tones for dressy shoes. For 
city casual shoes there is a group of 
brilliant colors. The way in which 
colors are combined is as important 
as is the new concept of individual 
colors. 
This fall buyers must consider 
two greens, one for casual and one 
for dress wear. They must have a 





Color 





COLOR 


) is the story in 


plum shade or a grape or one of the 
eggplants or the dark fruit reds, all 
to be used as neutrals combined with 
black and often in two leathers. Im- 
portant colors will be in several ver- 
sions for casual, tailored or dress 
shoes. The darkest colors will go 
into dressy shoes; brilliant shades 
for new daytime town wear. There 
are also the colors made to go with 
a whole range of colors in ready-to- 
wear: harvest and Indian Summer 
russets and browns, faded leaf and 
nut browns, as well as russets, terra 
cottas, tobacco leaf greens and 
browns and some interesting grayed 
browns. 

Gold is the strong over-all color 
influence for next fall, seen in golds 
tinged with green, red, brown and 
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Fall Leathers 


1961 will see a new concept of leather colors 


and new ways of combining colors and leathers. 


by ELEANOR M. RUTTY 


Drawings by ELLY NORDEN 


the mint, coin, tarnished and brassy 
golds. These gold shades combine 
with prune, mulberry, plum, grape 
and the greens and browns. Colors 
in evening clothes from Paris include 
a bright parrot green, sulphur yel- 
low, fuchsia, mulberry and hot pinks 
—these last already appearing in re- 
sort lines here, to be worn up north. 
An entirely new trend is appearing 
in colors for winter becoming lighter 
and summer colors becoming darker 
than the conventional shades. 


The Darker Browns 


There is talk again of darker 
browns but most tanners believe that 
sales will first continue in the olive 
greens, deep browned reds, very dark 
terra cottas and burnt brick. They 
expect to see dark brown combined 
with white in casual shoes. The 
studied carelessness in apparel— 
shown last time by Dior—affects 
color combinations, putting together 
colors that seem impossible together 
until tried and found to be stunning. 

In leathers, lusters will be dimmed. 
A semi-luster finish is being made. 
The gold influence appears in a dull 
antique gold, an antique bronze and 
a tarnished brass. There is also a 
tarnished silver. Gunmetal has lost 


Shoes for two important age groups. Left, 
for the t ge girl, pop little heel 
on smart buckle dress style. Can be 
detailed in soft, unlined leathers or more 
dressed-up patent or calf or kidskin, in 
one of the extensive fall range of elegant 
dark colors. Right, little girls’ party 
swivel strap pump, popular in patent 
leather but right in other leathers. 


~ 
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Top: Left, a child’s ghiilie lace saddle 
oxford, good in two leathers; right, pop- 
ular patch saddle oxford. Below, right: 
boy’s heart-wing tip oxford, taken from a 
man’s shoe. At left, woman’s square toe, 
stacked heel one-eyelet tie in two leath- 
ers and/or colors. At right, triple needle 
toe, square throat plain pump, good in 
one color in suede. Bottom: left, man’s 
gored stepin in soft boarded calfskin; 
right, new type of wing-tip oxford in 
lightly boarded calf. 


its first place to antique gold. New 
versions of anilines are high fashion 
news. Typical aniline colors—vari- 
ous shades of brown, have been re- 
placed by very subtle greens, golden 
browns, sand tones, tallow shades, 
ashes of roses and faded terra cotta. 
There is emphasis on large and small 
grain lizards, some pearlized and 
some with a new matte finish. There 
are also fine rice-like grains and soft 
boarded leathers. Another high 
fashion innovation is the many 
leathers that look finely creased or 
rather coarse grained but with the 
appearance of creases on a tree 
trunk. The effect’ comes from the 
coloring and is not a genuine grain. 


Soft Tannages 
Suedes are coming back in high 
fashion in color combinations. Heavy 
brushed leathers will continue in 
certain volume types but not as im- 
portant as in recent fall seasons. 
The leather surface coming up for 
men’s and women’s shoes is a soft, 
glovey tannage on calf, kid, kip and 
sides. Some of these are on horse- 
hide or genuine deerskin which all 

the glovey try to imitate. 


Vertical Graining 


In men’s leathers fine boardings 
and grainings have introduced a 
vertical graining instead of a criss- 
cross one. This accentuates the look 
of length of the new shoes. There 
are few combinations of colors or 
leathers in men’s shoes. A fine nap 
suede is appearing for modernized 
British types, both slipons and ties; 
none in casual shoes. Children’s 
leathers emphasize smooth and 
glossy sides and kips. There are 
some combinations of suedes with 
smooth and grained leathers for 
girls. Combinations of patent leath- 
ers will continue in women’s and 
children’s shoes. 
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Many 


EFORE any shoe can be 
dreamed of there must be the 
last. What can we say about 

lasts for fall 1961? Fortunately, 
things move slowly in last factories. 
And shoe manufacturers, who have 
put a great deal of money into new 
wood, move slowly in changing to 
something radically new. With the 
exception of very fast, high style 
operations, it has taken several 
years to get sharply tipped, elon- 
gated toes onto the feet of women 
in all income brackets. In the same 
way, change to less sharply pointed 
toes will also take time. 

Change is in the air, however. We 
have pointed to it, even for the 
coming spring. Here and there, a 
forward looking manufacturer has 
introduced a more rounded or a 
squared toe. Even before these, the 
flatter top and the sloped wall have 
appeared in a few high fashion col- 
lections. Style cannot stand still. It 
is not possible to make toes more 
needled, so what’s the answer? Make 
them less so. And that is the way 
the thoughts of designers, both our 
own and European, are turning. 
Note the very square toe launched 
by Roger Vivier and worn by models 
in the latest Dior showings. While 
this squared toe shoe — illustrated, 
together with a less square toe by 
Herbert Levine, in our October 1st 
issue — is much too extremely 
squared to be adopted here, it can 
be an influence. Following more 
slowly, men’s and children’s shoes 
will begin to show a change of 
shape. However, it is in women’s 
lasts that we should look for the first 
definite signs of a change next fall. 

Heels have become of major im- 
portance in women’s styling. There 
is the recent high fashion interest 


Lasts, heels, soles—outsoles, insoles, fill- 
ers, sock linings—ornaments, trimmings, 
bindings, lacings, buttons, buckles, gor- 
ings—shown here in a small cross-section 
to give a little idea of the infinite va- 
riety and choice in all these parts and 


materials of a shoe. 
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Materials 


Make a Shoe 


Many parts, too, go into the making of 


a shoe. Many of them are concealed 
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but they are nonetheless important factors in giving softness, light- 


ness, flexibility, and durability. Then there are all the style elements 


also: lasts, heels, soles, fastenings, ornaments, buttons, buckles, lacings. 


in the “hourglass” or ‘wine glass” 
shape. The trend to medium heels, 
centered around 18/8, is even more 
significant. These are still slender 
with a trend in some toward a little 
heavier shape. Very advanced styl- 
ing includes some heels that are 
definitely heavier, going along with 
advance styling of broader toe tips. 
The very high, slim heels—24/8- 
26/8—should continue right on into 
fall since they represent the pin- 
nacle of style and feminine charm 
and chic to many women, young and 
not so young. 

In the opposite direction, the 14/8 
and 15/8—even down to 12/8 and 
10/8—are increasingly popular and 
may be expected to continue into 
next fall and winter. They suit 
many women who cannot wear very 
high or even medium heels all day 
long. Both these and the 18/8, 19/8 
and 17/8 heights are being exten- 
sively used in stacked leather types, 
and these, too, should play an im- 
portant part in the styling for next 
fall. 

Shape also plays a leading role in 
the styling of women’s heels. Even 
the little solid, stacked layers, 10/8 
in height, are shaped to give them 
a slimmer look and often to carry 
out the lines of the vamp. For in- 
stance, the square throat line or the 
square toe tip of a shoe on such a 
heel will be repeated in a squared 
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back heel. This idea is repeated in 
higher heels, both stacked leather 
and covered types. 

The low—12/8-15/8—shaped heel, 
not slim, is still a strong part of the 
style picture, especially for teenage 
girls. Regarding flats, we do not 
need to point to the position that 
these hold for both the skimmer cus- 
tomer, and, when rightly styled, the 
older woman. Teenagers are not in- 
terested in this height for a dress 
shoe, we have learned. 

Their flat heel shoes are mostly 
sports types and on rubber, or simi- 
lar kinds of soles, the heel very 
often a spring heel in the same ma- 
terial. Flats, too, have been shaped 
to give them more style appeal. 

One more kind of heel should be 
noted, the wedge heel. These have 
great possibilities, in medium 
heights, as walking heels that give 
real support. They are also given 
style interest by graceful shaping 
and decoration; carving has been re- 
cently added by the leader in this 
field. This kind of heel leads, of 
course, into next winter’s southern 
resort season. 

So far, we have talked about lasts 
and heels, leaving the hidden parts 
until now. All the foam cushionings 
that go into inner soles and uppers 
are continuing of the utmost im- 
portance. Constant experimentation 
improves the quality and function- 
ing of the cork, foam, non-woven 


materials, including some that are 
used for insulating. New plastics 
are being constantly introduced. 
There are several new versions of 
molded shoes. The interest in these 
will be extended by their adoption 
for combat boots by the Govern- 
ment’s Quartermaster Corps. New 
applications of cushioning materials 
are to be found in up-dated and 
stitchdown constructions. Efficiency 
and speed in production and greater 
softness, flexibility and lightness in 
the end use in men’s, women’s and 
children’s shoes are the objectives 
of the many new developments. The 
continuing development of special 
kinds of springy soles—designed to 
add greatly to ease and comfort in 
walking—should be specially noted. 

Last of all, there are all the 
decorative touches that give shoes 
their ready sales appeal. In wo- 
men’s shoes, there are jewels, em- 
broidery and “hardware” of many 
kinds and colorful sock linings. De- 
spite the style emphasis on shirring, 
draping, pleating, bows, buckles and 
buttons, as well as nailheads and 
stones, will play an important role 
in many shoes for fall 1961. Chil- 
dren’s shoes, too, will carry many of 
these ornaments. The “hardware” 
kind of ornamentation, including 
coats-of-arms and insignia of vari- 
ous sorts will go into some men’s 
and boys’ and women’s sports shoe. 
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Variety 
In Fabries| 


More wool is shown for fall daytime 
shoes. Fabric evening shoes will be 
opulent, not gaudy. There is also a 
new look in iridescent velvets. 


ABRICS for shoes have much to offer in 

beauty and variety for the coming fall and 

winter. New scope for their use is given in the 
woolen fabrics designed for city wear with woolen 
suits, dresses and coats. There has long been need 
for daytime materials of the more tailored kind. 
Wool, worsted and mohair—such as goes into men’s 
suits in Italy—will be available in both plain and 
patterned weaves which can be combined in a shoe. 
These are in demand at every price level. 

Basic black silks have been given a new look in 
wider ottoman and cord ribs. These can easily be 
fabrics for wear the whole year through. Black in 
these silks and black as the basic ground for 
prints are the trend. Black velvet with iridescent 
lights looks very fresh and very attractive. One 
manufacturer has it in black with the iridescence 
in red, royal and gold. He also has velvet with a 
gold thread sparkling through black and red and 
a silver thread through black. 

With color so important for fall 1961, this same 
velvet house, has three new sports colors for sports 
shoes in the green-brown-chamois family, neither 
very dark nor very light, subtle in-between shades. 
Color appears in a number of fall shoe fabrics. 
Tapestries have a new look, more colorful and in 
Oriental rug designs, as well as the popular pais- 
leys. Prints are mostly spaced where the design of 
the fabric has been made to suggest a shoe design. 
Spaced designs have been cut into velvets, for in- 
stance. 

Brocades for evening will be very beautiful and 
opulent. Prints on meshes add individuality. Color- 
ful sock lining material plays an important part in 
adding color to dark shoes; green satin lining in 
a black wool shoe, for example. 


Four shoes—one in a very new asymmetric, opened-up 
design—illustrating a variety of fabrics, to include a 
plain woolen or ribbed silk material; brocade or 
tapestry; lace mesh; cut velvet. 
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This little piggy scoffs at dirt... 
is treated with ‘‘SSCOTCHGARD” 
Leather Protector so dirt whisks 
away, spots and stains are 
repelled 





This little piggy’s so chic... all 
decked out in 18 of the gayest 
Spring-flower colors imaginable 


FIVE REASONS 
WHY (irwittion Digden 


is the best leather for Spring 





This little piggy’s a winner. . . 
boasts the lushest texture ever 
found. There’s no contest when 
Pigmillion Pigskin's around 
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This little piggy goes to market 
via leading fashion magazines... 
window and in-store displays ee ; 
. . Sales aids . . . and MORE This little piggy’s real cool... 
thousands of tiny pores let shoes 
of this lush leather actually 

‘“‘breathe”’ 








For Sylvie Hamilton Gallagher’s Fashion Forecasts... 
October 3 and 4... Retailers only . . . Call CL 5-8344 HAUS OF KRAUSE - ROCKFORD, MICHIGAN 
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What's in a Shoe and How to Sell It 





The Moccasin 


In the genuine moccasin, the sole and upper are the same piece of 
leather. This construction goes back 10,000 years but it is still one 
of the most popular for all types of shoes. 


HERE is more “romance” in 

the moccasin than in per- 

haps any other shoe con- 
struction. For one thing, it’s the 
oldest shoemaking process known to 
man. Its history dates back beyond 
10,000 years, and its actual origin 
is lost in antiquity. And yet, today, 
it still remains one of the most popu- 
lar types of all shoes. 

The moccasin is known both as a 
method of shoe construction, and 
also a style or type of shoe. There 
is only one “true” moccasin con- 
struction, but there is an endless 
range of moccasin-type styles. 

Moccasin styling is found in just 
about every kind of footwear, from 
infants’ and children’s, to men’s and 
women’s; from dress and casual 
styles, to work shoes and nurses’ ox- 
fords and house slippers. 


The Construction 

A “true” moccasin, in terms of 
construction, is a very simple, basic 
method of shoemaking. In its purest 
form it consists of a single, un- 
seamed piece of leather wrapped 
around the foot from the bottom up 
and around the top. 

The leather cradles the foot, ex- 
tending up around the sides, back 
and toe. The forepart (toe and 
sides) is formed into a unit by a 
flat, U-shaped piece of leather called 
a vamp “plug.” The plug is sewn 
to the rest of the shoe at the fore- 
part to form the characteristic moc- 
casin seam. 

There are three basic methods of 
lasting in shoemaking. One is called 
“lasting down”—which means pull- 
ing the leather down over and under 
the last. Most kinds of shoemaking 
utilize this method. Then there is 
“force lasting,” whereby the last is 
forced into a pre-made shoe. We see 


40 


this in California or slip-lasted 
shoes. Finally, there is “lasting up,” 
whereby the leather is pulled up 
from the bottom and over the last. 
The moccasin is the only construc- 
tion that utilizes this lasting-up 
method. 

Thus, the most distinctive con- 
struction feature of the moccasin is 
that the leather extends all the way 
under the foot. No other construc- 
tion has this feature. 

This means that in the genuine 
moccasin the sole and upper are of 
the same piece of leather. We see 
this in the well-known canoe mocca- 
sin, or in some moccasin house slip- 
pers. This is basically the moccasin 
construction that has come down 
through the centuries, and the one 
characteristically used by the Amer- 
ican Indians. This kind of moccasin 
has no separately attached outsole. 

Because there has been so much 
confusion about the genuine mocca- 
sin over the years, way back in 1930 
the National Shoe Manufacturers 
Association adopted an official defi- 
nition, as follows: 

“A moccasin is an article of foot- 
wear in which the vamp passes un- 
der and around the foot, forming 
both the bottom and the sides; the 
turned-up edges of the vamp being 
gathered and sewn in a U-shaped 
toe piece that covers the top of the 
foot.” 


Moccasins with Outsoles 

The genuine moccasin, a one-piece 
affair plus the vamp plug, has no in- 
sole or bottom filler, is extremely 
flexible, lightweight, comfortable. It 
can be called the most elementary 
form of shoemaking known. And no 
one has ever found a way to improve 
on it. 

While the one-piece, soft-bottom 


by WILLIAM A. ROSSI 


moccasin serves its purpose very 
well on resilient ground surfaces, 
the advance of modern civilization 
with its pavements and hardwood 
floors has necessitated a more solid 
shoe base for protection, corafort 
and wear. So today we have the ma- 
jority of moccasins with outersole 
attached. The construction itself 
can still be genuine moccasin, how- 
ever. 

Manufacturers use any of several 
ways to attach the outsole (as well 
as a heel) without altering the fun- 
damental principle of the moccasin 
construction. A single sole may be 
simply attached by Littleway stitch- 
ing. This simple single-sole shoe is 
known as a camp moccasin. Or a 
double sole (midsole and outsole) 
may be used. Here the midsole is 
Littleway-stitched, and the outsole 
is Goodyear-stitched. 

Again, by a special patented proc- 
ess, a welt is sewn to the upper 
around the rim of the shoe. The out- 
sole is then Goodyear-stitched to the 
welt. A thin slab of foam rubber fills 
in the shallow cavity under the ball. 

By still another process, a welt is 
cement-attached to the midsole, then 
the midsole is Littleway-stitched to 
the upper. Finally, the outsole is 
Goodyear-stitched to midsole and 
welt. 

Lastly, and again a two-sole affair, 
a midsole is Littleway-stitched to the 
upper. Then an outsole is cemented 
to the midsole. 

Keep in mind that all of these are 
methods of attaching outsoles to a 
genuine moccasin construction. But 
there are many simulated moccasins 
—styled like a moccasin, but made 
by some other process. These are 
called “mock moccasins.” For ex- 
ample, most women’s mock mocca- 
sins are made by either the Little- 
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Way or cement processes. Perhaps 
70 per cent of men’s mock moccasins 
are made by the Goodyear welt 
method, and another 20 per cent by 
the American welt method. Many 
children’s mock moccasins are made 
by the Goodyear welt or Stitchdown 
process. But all of these, remember, 
are “moccasin” in style but not in 
construction. 

It is relatively easy to tell the 
difference between the genuine and 
mock types. The genuine is a one- 
piece wrap-around construction, 
without insole. The “insole” in the 
genuine moccasin is formed by the 
upper leather itself. 


Hand-Sewing 

Today, about 20 per cent of moc- 
casin uppers—the moccasin seams— 
are hand-sewn, and the remainder 
machine-sewn. But up until several 
years ago, many shoes were adver- 
tised as hand-sewn, though they ac- 
tually weren’t. In 1952, the Federal 
Trade Commission, after receiving 
numerous complaints about “misrep- 
resentation,” issued the following 
ruling: 

“Any manufacturer using the 
term ‘hand-sewn’ will be required to 
add a phrase which will clearly state 
the portion of the shoe that is hand- 
sewn, such as: ‘hand-sewn mocca- 
sin front’ or ‘hand-sewn moccasin 
front and kick seam.’ ” 

Some shoemen claim that a shoe 
isn’t a genuine moccasin unless the 
vamp or plug is hand-sewn, even 
though the rest of the construction 
may be genuine moccasin. 


A good craftsman can hand-sew 
only about 24 pairs a day, whereas 
machine-sewing the vamp can be 
done at the rate of about 1500 pairs 
a day. Nevertheless, there are cer- 
tain advantages claimed for hand- 
sewing. The hand-sewn vamp has a 
“hand-crafted” look, a merchandis- 
able feature. Incidentally, you can 
usually detect a hand-sewn vamp by 
a few little things: (1) the awl 
holes through which the thread 
passes are a little larger than in 
machine-sewn shoes; (2) the spac- 
ing between thread holes isn’t al- 
ways uniform; (3) there is a puck- 
ered look just below the plug 
stitching. 

Though machine-sewing is much 
faster, this economic factor isn’t as 
important as it might seem. For in- 
stance, the hand-sewer actually 
“lasts” the shoe during this opera- 
tion, and hence does more than just 
sew. The hand-sewer lasts, pre- 
forms, pre-fits and sews the plug to 
the vamp. He takes care of several 
operations. The operator who ma- 
chine-sews vamps has the shoe come 
to him prepared by previous opera- 
tions. 


Historical Background 


Whoever the first man or prehis- 
toric man was who fashioned the 
first pair of shoes, the construction 
and design of this footwear was a 
moccasin. It consisted of a piece of 
crudely tanned animal hide wrapped 
around the foot and leg as a boot, 
and held together by rawhide thongs 
or lacings. The origin of this foot- 
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gear is believed to have been in 
northern Asia. This moccasin was 
known as a “skin stocking’—a pro- 
tective high boot of pliable leather 
clinging snugly to the leg. It was 
often used with snowshoes, so that 
the snowshoe served as a kind of 
outersole to the moccasin boot. This 
same footwear, virtually without 
change, is used today by the Eskimo. 

So simple and practical was the 
method of do-it-yourself shoemaking 
that it became a universal kind of 
footwear for thousands of years. It 
became established on every conti- 
nent. Gradually, the moccasin boot, 
and later the low-cut version, suc- 
cumbed to esthetic and decorative 
treatments, such as beading, em- 
broidery, paintings, fur trim and 
other ornamentation. 

The popular belief that the mocca- 
sin originated with the American 
Indian is historically incorrect. The 
American Indian simply created his 
own version or adaptation of the an- 
cient moccasin. He did, however, in- 
troduce an innovation. He was the 
first to use the vamp plug. Thus, the 
moccasin with vamp plug—the kind 
of moccasin we know best—is an 
American creation. 

In fact, the word “moccasin” is an 
Indian term, derived from one of 
the eastern Algonkian (or Algon- 
quin) dialects. It was first used in 
print in John Smith’s “Map of Vir- 
ginia” (1612). But the word moc- 
casin was actually used much earlier. 
The French explorer Cartier, seeing 
this footwear on the feet of Cana- 
dian Indians, gave the word the 
French pronunciation, with accent 
on the last syllable. The English 
later Anglicized it to the pronuncia- 
tion we use today. 

Thus, the major center of origin 
of the moccasin on the North Amer- 
ican continent was in the northeast 
sector. It was natural, therefore, 
that the American moccasin-making 
industry should start there—and to- 
day it is still the major center, with 
Maine as the nation’s biggest pro- 
ducer of moccasins. 

Back in the 17th century, Maine 
logging crews wore moccasins made 
for them by Indian squaws. Around 
the time of the Civil War, a few 
American shoemakers began produc- 
ing moccasins on a commercial scale. 
This specialized industry grew 
slowly and prospered. In the 1930’s, 
however, came a large-scale spurt in 

(CONTINUED ON PAGE 54) 
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eather Show to Mark ‘Turn 


The 58th Semi-Annual Leather Show will be held at the Statler-Hilton Hotel, 
New York, December 13th and 14th. Tanners see a favorable sales climate and 
expect the show to mark the turning point in volume for leather and shoes. 


HE LEATHER SHOW in 
New York will serve far more 
than its usual function this 
year as a pivotal seasonal event. 
Throughout the country, tanners and 
their customers in the shoe and ac- 
cessory industries look to the Leather 
Show to mark a psychological turn- 
ing point. For more than a year 
these industries have labored under 
a burden of excessive caution and 
even apprehension. Events have not 
confirmed trade hesitation and un- 
certainty. On the contrary, the 
leather and the shoe industries have 
demonstrated an inherent strength. 
One of the major factors contrib- 
uting to the hesitant frame of mind 
in the trade has been the expectation 
of a huge increase in domestic raw 
material supplies. All through 1960 
the impression prevailed that enor- 
mous cattle herds would. come thun- 
dering to market at any moment, del- 
uging the country with hides. That 
impression was unfounded. Hide sup- 
plies have followed a_ predicted 
course. Moreover, domestic and 
foreign consumption have matched 
the gain in supply. As a result, the 
year end will find aggregate trade in- 
ventories even lower than at the be- 
ginning of 1960. 
Current predictions by livestock 
experts on the 1961 outlook deserve 


the attention which was not given to 
forecasts a year ago. Once again the 
experts do not believe that the com- 
ing year will witness any great 
change in slaughter trends. They 
anticipate a moderate rise in total 
supply as the present cattle cycle 
moves forward. Hence the remark- 
able balance witnessed in 1960 be- 
tween composite supply and demand 
is very likely to persist next year. 


These underlying considerations 
are the soundest reason for realistic 
and aggressive merchandising of 
leather and shoes. Here are products 
which more than ever provide con- 
sumers with extraordinary value. 
Consumption of these products has 
been good in 1960, in spite of inven- 
tory deficiencies, in spite of hand-to- 
mouth buying which made deliveries 
the outstanding problem. No one can 
tell how much better business would 
have been if the seasonal availability 
of goods had provided the needed 
base for consistent and vigorous pro- 
motion. 

There is no reason why every 
branch of the industry cannot plan 
and act to take genuine advantage 
in 1961 of a new high in consumer 
demand. Raw material markets are 
at a level which precludes a great 
part of the risk and uncertainty 
traditionally associated with price 


change. The debris left by market 
developments in the spring of 1959 
has been cleaned up and trade inven- 
tories are generally less than mod- 
erate. Reluctance to carry normal 
stocks and maintain normal commit- 
ments has been a serious obstacle to 
merchandising effort. That need no 
longer be the case. 

Striking new developments in 
leather have enhanced the sales ap- 
peals conveyed by the quality and 
values of leather shoes and other 
products. New finishes, for example, 
have given to the accepted comfort 
and quality prestige of leather the 
added plus value of easy maintenance 
and lasting beauty. A new range of 
official industry colors provides au- 
thentic style leadership for positive 
forward planning. 

To achieve the full possibilities of 
profitable volume in 1961, trade buy- 
ing must be timely. Mass production 
and distribution industries cannot 
achieve efficiency and sales effective- 
ness by following the exaggerated 
hand-to-mouth policies of the past 
year. Lead time is of the essence to 
permit the flow of leather and 
leather products to consumers. The 
lead time now given by the Leather 
Show, together with a common sense 
appraisal of the risks of depleted in- 
ventory, can bring a wholesome at- 
mosphere to the 1961 trade scene. 
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LIST OF EXHIBITORS 


Company Booth 
Aome Leather Co. 22.0. 
(Division of Beggs & Cobb, Inc.) 
Allied Kid Company 
Brezner Division ....... 66 
Standard Division ..... 65 
WAGRONGNN: IVION: ©... isigoccdi. o caess 64 
BE TIONING oo ccc ods wiki so 64 
New Castle Division ra Wee 63 
Amalgamated Leather Cos., Inc........ 31 
Amdur Leather Co., Inc.......... 88 
William Amer Company .. ; 68 
American Belly Tanning Corp.......... 94 
American Kid Company, Inc... . . 129 
Armour Leather Company ........... 12 
Peter Baran & Sons, Inc............... 1 
Barrett & Company, Inc. ............. 7 


Beadenkopf Leather Co. ............ 116 
Beggs & Cobb, Inc. ..... iN Fare 102 
I IO 65 o oe ob ka 5 eee 
Besse, Osborn & Odell, Inc............ 59 
Braude Bros. Tanning Corp............. i 
We. TU: Deen & Sent, tae... .......- <6 --5 30 
Cat Maine i ss A 91 


Chilewich Sons & Company............ 5 
(Leather's Best Division) 


Colonial Tanning Co., Inc..... 33-34 
Columbia Leather Company, Inc....... III 
Continental Tanners, Inc. ............. 117 
Crestbrand Leather Co. ...... ai 67 
Cromwell Leather Co., Inc........... 10 
John E. Daniels Leather Co., Inc....... 90 


(Jedco Leathers Division) 
Donnell & Mudge, Inc. ............... 104 
(CONTINUED ON PAGE 52) 
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Budgeting Your Way 
--- Lo Protits 


Budgeting is nothing more than hard-headed financial planning on an 


organized basis, yet only about 1/3 of small businessmen use a budget. 


HEN Victor Borge announced plans a few 

years ago for staging a one-man Broadway 

show, friends told him that he was as mad 
as another Dane named Hamlet. He would fold within 
a week, they said. But the talented musician-comic did 
not listen to the well-meaning criers of doom. Instead, 
he polished his act, engaged a theatre and opened to 
rave reviews that helped the show to run for two profit- 
able years in New York. 

Millions of small businessmen think they can do what 
Victor Borge did: run a one-man show and make it 
pay. Some can, of course, but for every one who does, 
another sinks into a quagmire of debt and disappoint- 
ment. Government statistics show that last year the 
death rate almost equaled the birth rate of small busi- 
nesses* in the United States, and the odds against 
success are increasing all the time—especially for the 
little fellow who insists upon flying into the competitive 
gale of the nation’s economy by the seat of his pants. 


Tight Control 


While no businessman, large or small, has to be told 
twice that profit margins are being squeezed in a wage- 
cost vise, most small businessmen tend to dismiss as 
“a lot of foolishness” the modern management tech- 
niques that could give them the tight control over their 
operations that is needed today for survival. Take 
budgeting, for example. It is nothing more than hard- 
headed financial planning on an organized basis, and 
studies of thousands of sick, dying, and dead compa- 
nies prove that a budget is an invaluable weapon in 
any manager's constant battle for operating economies 
and higher profits. Yet, only about one-third of the 
small businessmen in the country use a budget. Why? 
Because of wide-spread misconceptions that budget- 
ee 


Is a complex process 

Increases accounting costs substantially 
Restricts management decisions 

Is nothing more than a “guessing game” 


*The term “small business” in this article refers to companies 
with an annual sales volume of less than $5 million. 
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Budgeting is not a complex process. It simply is a 
sensible estimate of anticipated costs and expenses for 
a certain period of time. At the end of that period 
actual costs and expenses are tabulated and compared 
with budgeted amounts. That’s all there is to it. The 
smaller the business, the simpler the budget. And by 
estimating, then comparing all elements of income, 
cost and expense, a small businessman can see what 
it would take to improve performance; can identify 
waste and inefficiencies; can foresee working capital 
needs; and can plan intelligently for growth. In short, 
he has control. He knows what he is doing and where 
he is going. And this is the case, no matter what his 
business may be. 


The Added Expense 


It is true that there is some added expense when a 
budget is installed. Help may be needed from a certi- 
fied public accountant in drawing it up, and since 
budgeting cannot run ahead of the accounting system 
used, changes may have to be made in the accounts to 
provide more detailed data on which to base estimates. 
Too, actual and budgeted amounts must be compared 
and deviations analyzed. All of this costs a little more, 
but experience shows that in the great majority of 
cases increased profits resulting from sound budgeting 
greatly exceed the slight added administrative costs. 
The budget that does not more than pay its own way 
is the exception and should probably be revised or 
discarded. 

A business budget, unlike most governmental budg- 
ets, does not have to be restrictive. While it should be 

(CONTINUED ON PAGE 54) 
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Soles That Sell Shoes! 


. . . and Bearfoot AIROFLEX soles do!, because they show perfection in 
bottom and edge finish, along with the additional perfection of superior 
man-made soling! Now available in all irons for Men’s, Boy’s, Women’s, 
and Children’s shoes. 


VISIT OUR BOOTH NOS. 7 AND 8, EXHIBITION HALL, 2ND FLOOR AT THE 

ALLIED PRODUCTS SHOW, NEW YORK TRADE BUILDING, DECEMBER 

10-13, AND SEE OUR SAMPLE SHOES FEATURING: 

NITROSIL — the perfect split soling for Women’s and misses’. 

ROTOGRIP — for a gliding walk, with a heel which can’t skid forward, 
and a ball which can’t skid backward. 

YACHTING SOLE — the new standard on boating and yachting shoes 

. .. for Men’s, Women’s, Boy’s, Girl's. 
NITROCREPE — microcellular suede or designed, Neoprene Golf ozone- 
resistant, regular or Neoprene molded. 

AIRCUSHION — microcellular for all runs — stitched aloft, or cemented. 

NITROLITE — microcellular outdoor slippers and casuals. 

NITROLAIRE — microcellular indoor slippers and casuals. 

AIROLITE — dress, school, track, baseball and football shoes. 

CUSTOM — products engineered for satisfying special purposes. 


THE BEARFOOT SOLE COMPANY, INC. 


WADSWORTH, OHIO 


BOSTON: 210 Lincoln St., H. T. Fogg, Manager * MILWAUKEE: 1931 S. Allis St., Atkinson Sales Co., Inc. * ST. LOUIS: 1602 Locust 
St., D. W. Murray, Manager * GLENSIDE, PA.: 124 S. Easton Road, R. L. Stiles & Co. * NEW YORK: 225 W. 34th St., Homer Bear 





Confidence 


You can’t buy it. It comes from experience. 
And 7,892 Wellco retailers know from expe- 
rience they always get straight facts—no fairy 
tales from their Wellco Sales Representa- 
tives. Straight facts about the newest and 
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hottest styles, the best materials, the most- 
wanted colors and designs. 

That’s why Wellco enjoys one of the friendliest 
retailer-manufacturer relationships in the shoe 
business today. Built on confidence, of course. 


® 
you can be confident of growth with MOS & i fe: <> 


Foamtread’ Slippers 
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©1900 WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. In Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 








Vigorous Fall 1961 
Is Allied Show Background 


The Allied Show Advisory Committee foresees a possible unprec- 
edented demand for supplies, materials and components as shoe fac- 
tory activity moves into high gear in the second half of next year. 


cember 10-13 at the Trade Show Building, New 
York, may well set the stage for six-months of 
record shoe production. 
The nearly 200 exhibitors at the Allied Show will 
display their new lines for the fall, 1961, season. 


‘T= Allied Shoe Products Show, being held De- 


A Modest Start 


Mounting evidence from within the industry points 
to the growing possibility of a record second half for 
1961 shoe output. Marketing specialists cite that the 
historical “downturn cycle” for shoe production has 
just about completed itself at the finish of 1960. The 
first six months is expected to start a modest upturn. 
However, by mid-year the real thrust and upsurge is 
looked for. 

A variety of economic factors point firmly in this 
direction. Industry spokesmen see the likelihood of 640 
million pairs for 1961, a new peak. If the first half 
delivers only a modest gain, then a very strong upbeat 
in production will have to take place in the second half 
to achieve the 640-million-pair mark. That is what is 
expected, and thus the outlook for a record second half 
in 1961. 


Shallow Inventories 


A further stimulant is the combination of stabilized 
prices and normal-to-low inventories. The shallow in- 
ventory situation is believed to be setting the stage 
for a strong and steady shoe-buying wave, beginning 
after the first quarter, for the fall, 1961, season. The 
stability of shoe prices has held off any erratic or over- 
zealous forward buying by retailers. This has been one 
reason for the postponement of inventory replenish- 
ment. However, with retailers assured of fairly stabil- 
ized prices, and with an increasing need for inventory 
replenishment, the prolonged buying delay has about 
reached its end. Shoe manufacturers anticipate a 
strong return to market, with acceleration beginning 
after the turn of the first quarter. 

The Allied Show Advisory Committee, having re- 
cently completed its shoe market study and projection, 
foresees a possible “unprecedented demand for sup- 
plies, materials and components as shoe factory activity 
moves into high gear in the second half of 1961.” 

Says the Committee report, as voiced by Fred Phil- 
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lips, general chairman of the Allied Show, and presi- 
dent of Phillips-Premier Corp., “Our show’s theme for 
next fall—‘Tools of Fashion’—is a functional theme 
particularly targeted for the needs and opportunities 
for shoe manufacturers in their lines for next fall. No 
drastic changes are anticipated in silhouettes and lasts 
for fall. Thus, for lines to strive for distinction will 
require placing emphasis on treatments resulting in a 
‘different’ look. This will be achieved largely through 
use of new materials, decorative effects and compo- 
nents to give these lines more effective merchandising 
handles.” 

Attendance of approximately 3,500 shoe manufac- 
turers, stylists and style men, purchasing agents, mate- 
rials and supplies buyers, and leading retail volume 
buyers is expected. 

The semi-annual Shoe Resources Market, consisting 
of the Allied Show, Leather Show, and Shoe Fabrics 
Show, all held simultaneously in New York, has now 
assumed significant stature as the industry’s major 
“lead-off” show for the new season. The Allied Show, 
which includes the Leather Importers group, is now 
providing the shoe manufacturing industry with eight 
weeks additional “lead time” since it advanced its dates 
a year ago. 


Fashion Plus Function 


The Allied Show is now providing a unique combina- 
tion of fashion plus functional products for footwear. 
Over 1,000 new products or new versions of basic prod- 
ucts will be on display. These will include new shoe 
upper materials, linings, heels, solings, ornaments and 
trims, lasts, leathers, mechanical devices and light ma- 
chinery, and numerous lines of basic components such 
as insoles, midsoles, heel bases, threads, box toes, gor- 
ing and other products. 

The shoe industry has now passed the point of de- 
signing its new lines over the same basic shell to give 
a new look. Now functional values are being incorpo- 
rated with fashion values to create a fresh merchan- 
dising package of fashion-plus-performance. Within 
this important promotional package are all the “Tools 
of Fashion” which will provide the added impetus that 
will make fall, 1961, the most vigorous autumn shoe 
season on record. 
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WAXY - ANILINE - MELLOW 
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Your Dress or Country Casuals 
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by BILL ROSSI 


Inside Shoe Business 





Fallacies Behind “Extra Pairage” 


OR years there has been much 

talk but little understanding— 

or endeavor to understand— 
the motivational forces behind per 
capita shoe consumption. 

We continue to whip and fren- 
ziedly yell “giddyap!” to the same 
team of tired, deaf old horses which 
barely have energy to pull the wagon, 
much less gallop with it. We keep 
churning out an endless stream of 
“new” fashions in the deluded belief 
that this will increase consumption. 
We appeal for “harder selling” as 
though merchandising muscle were 
the magic answer. 


Stalemated 


Yet, with all the robust tub- 
thumping and plush panaceas, per 
capita remains stalemated at around 
3' pairs, and the shoe share of the 
consumer dollar continues to dwindle, 
now down to 1.3 cents (it used to be 
over 2 cents). 

Let’s face some realistic truths 
about all this. The big core of the 
answer to increased per capita con- 
sumption is not in harder selling; it’s 
not in a greater floodtide or turnover 
of seasonal fashion; it’s not in in- 
creased population or in rising con- 
sumer incomes or employment. 

True, while all of these play a role, 
the role is a secondary one. We have 
simply grasped at the obvious an- 
swers, but only to find that they are 
more shadow than substance. Despite 
our repeated rebuffs, our frazzled 
banner is still the tired, innocuous 
term “extra-pairage.” 

But “extra pairage”’ is a gross 
misnomer. Just as many of yester- 
day’s luxuries are today’s necessities, 
so the so-called “extra” pair isn’t 
extra at all, but something that was 
missing from the wardrobe in the 
first place. In short, when we sell the 
“extra” we’re simply selling what we 
should have, anyhow. 

It’s estimated that only 50 per cent 
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of all our shoes are purchased on a 
genuine ‘“‘need” basis, while the other 
half are on a “desire” basis—un- 
needed from a utility standpoint but 
wanted from a desire standpoint. It 
would be ridiculous for us to call 
this second half “extra pairage” 
simply because it’s not needed. 

All right, then— what does in- 
crease per capita footwear consump- 
tion? 

Primarily, just one thing: New 
concepts in footwear. 

The whole historical pattern of in- 
creased per capita shoe consumption 
proves this in a very positive way. 
Note some striking examples. 

For decades, up until 1934, 
women’s per capita shoe consumption 
hovered around three pairs. In 1934 
it sprouted to 3.3 pairs, and the next 
year to 3.5 pairs. It has climbed ever 
since, now being close to five pairs. 
What happened in 1934? The entry 
of the inexpensive, colorful “play- 
shoe” (the forerunner of today’s 
“casual’). This was a new concept 
in women’s shoes—not merely a new 
style. And per capita rose steadily 
—despite the depression years. 


Fashion for Little Girls 

For decades, little girls’ shoes fluc- 
tuated around three pairs per capita. 
About 1944-45 consumption leaped to 
four pairs, then again almost in- 
stantly to five pairs. It has remained 
there—or a shade better—ever since. 
What happened in 1944-45? The 
entry of “fashion” in little girls’ 
shoes—as a supplement to the tradi- 
tional “basic” oxfords and _ school 
shoes. This was a new concept in 
shoes in this field. 

Now, conversely, where there have 
been no genuinely fresh concepts, 
there has been no change, and even 
some decline, in per capita consump- 
tion. Men’s shoes typify this. There 
has been much change in styling, but 
no outstanding and truly new con- 
cept. There have been low-tops and 


Continentals and others. But these 
were merely a style shift, not a new 
and supplementary concept. There 
was hope in the casual. But it got 
married to the dress shoe and lost its 
identity. As a result, today we have 
the combined dress-casual, or vice 
versa, which, like Duz, does every- 
thing sartorially in one fell swoop. 


The Same Rut 


Youths’ and boys’ shoes have fol- 
lowed the same pattern as men’s, and 
have become rooted in the same per 
capita rut. Same with infants’ and 
babies’. 

It’s time we stopped playing this 
per capita consumption tune “by 
ear” and learned to play it by the 
notes. This is the beginning of the 
Marketing Age, and there’s no longer 
room for running a business or in- 
dustry by Ouija board or seance, by 
intuition or emotion. Our intensify- 
ing cry for a greater share of the 
consumer dollar isn’t going to be an- 
swered simply by raising the shrill 
volume of our voices. It’s going to 
come by scientific probing of the 
factual “why’s” behind per capita 
consumption. 

Heaven knows there’s no dearth of 
creative talent in this business. We 
know too that the consumer has the 
money and is willing to spend it. The 
trick, then, is to bring about a happy 
mating of this creative talent and 
the consumer’s ability and willing- 
ness to buy the products of that 
talent. 

Our job and opportunity is to re- 
direct that talent into creative chan- 
nels that are productive, rather than 
the traditional procedure of dressing 
and re-dressing the same basic shell. 
In short, the freshness and original- 
ity of new concepts in footwear that 
have the stimulation of adding new 
kinds of shoes rather than the futile 
effort of selling multiples of the 
same shoes with re-powdered and 
re-rouged faces. 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 12) 


Here’s more about the questions 
on shoes the government is asking 
the public: 

Federal Trade Commission inves- 
tigators are asking selected shoe 
consumers, chosen at random, to 
answer questions about the shoes 
they buy. The questions relate to 
four general subjects: uppers, soles, 
heels, and hidden parts of shoes. Ail 
questions are designed to establish 
whether or not there is deception or 
misrepresentation in connection with 
the manufacture or sale of shoes. 
Printed questionnaires are not being 
used. Instead, the FTC investiga- 
tors are attempting to “draw out” 
shoe consumers by engaging in 
friendly, informal colloquies de- 
signed to reveal to the government 
if the public believes it is deceived 
in buying shoes. 


The Type of Questions 

Here is an outline of the type of 
questioning being followed by the 
government investigators: 

UPPERS: The word “leather” is 
often used on a shoe or in a shoe or 
ir. shoe advertising. In some cases, 
the use of the word “leather” sug- 
gests that the entire shoe is made of 
leather when this is actually not the 
case. Do consumers think the word 
“leather” means the entire shoe is 
made of leather? Or do they realize 
that a shoe may contain many non- 
leather materials? 

SOLES: Many shoes contain the 
term “leather innersole.” Does this 
legend suggest to the consumer that 
the midsole also is leather? Also, 
some parts of a shoe may look like 
leather but are not. Do consumers 
know leather when they see it? Do 
they care? Does it make any differ- 
ence to the consumer if some parts 
of the shoes bought look like leather 
but actually are some other material? 

HEELS: Some heels appear to the 
eye to be a solid block of rubber, 
approximately one-half inch high. 
Actually, such a keel may be a wood 
block covered by a layer of rubber. 
Is this deception? Do consumers 
believe such a heel is really a half- 
inch high block of rubber? Does it 
matter? 

HIDDEN PARTS: A shoe may 
contain an innersole, not readily visi- 


ble, made of cellulose fibers. Is this 


deception? The FTC investigator 
will show a cutaway shoe, and will 
point out the presence of cellulose 
fiber products. The persons inter- 
viewed will be asked if they think 
this is misleading. Also, some split 
leathers are treated so that they re- 
semble top grain leathers. Is this 
deception? Does the buyer really 
care? 


100 People Being Interviewed 

Approximately 100 persons are 
being interviewed in different areas 
of the nation. They are being warned 
that they may be asked to repeat 
their opinions later and under oath. 

The FTC hopes to wind up its in- 
vestigation of shoes by the end of 
this year, and wants to be ready to 
answer any questions about shoes 
that members of the new Congress 
might ask. 

Whether or not the FTC will ask 
the Congress to enact any new laws 
dealing with shoes has not yet been 
decided. It is possible that the FTC 
will not ask for new legislation, but 
will instead start legal actions based 
on laws already on the books against 
some shoe manufacturers. It’s also 
possible, too, that the investigation 
will show that consumers do not be- 
lieve there is deception in the manu- 
facture and sale of shoes. In this 
event, the FTC will drop any plans 
on hand for filing suits against some 
manufacturers. 

* 

A delegation of the nation’s top 
retail businessmen, during a recent 
anti-gloom pilgrimage to the White 
House, told President Eisenhower 
that “1960 will be the greatest year 
in history for retailing.” 

Representing the American Retail 
Federation, the group presented a 
six-point fact sheet in support of 
their beliefs. 

ARF President Rowland Jones, 
Jr., told the President their members 
“believe the record indicates that 
our economy has sustained a healthy 
growth during the past six years.” 
Jones said that, in the opinion of 
ARF, “Further growth in retail 
sales and in economic activity gen- 
erally will be achieved in 1961.” 

The Association’s fact sheet 
pointed to an increase of $22 billion 
in the Gross National Product dur- 
ing the period between the third 
quarter of 1959 and the third quar- 





ter of 1960. 

The $2 billion decline between the 
second and third quarters this year 
was “due entirely to an inventory 
adjustment.” Jones said the dip was 
“far too small to justify talk about 
recession.” 

The group also pointed out that 
employment in September in the re- 
tailing business was 156,000 higher 
than a year ago. 

They told the President that in the 
first nine months of 1960, gross sales 
of retail business came to $165 bil- 
lion. This, they said, was two per 
cent higher than the first nine 
months last year. 

Ike told the businessmen that he 
shared their analysis of the current 
economic picture. The President 
said he believes the economy is in a 
period of pause. He said that the 
economy must sometimes “pause for 
digestion,” that it cannot always rise. 

. 


Although the United States shows 
considerable reluctance to stop im- 
ports of Japanese footwear, or even 
te slow them down, the Japanese 
government has no such notions. 
Word received in government circles 
here from Tokyo is that the Japanese 
Ministry of International Trade and 
Industry is considering several in- 
creases in the import duties on ma- 
chine tools. MITI wants the duty on 
tools of types made in Japan in- 
creased from 15 to 25 per cent. A 
duty on types not made in Japan of 
10 per cent is under discussion, and 
an increase of from 15 to 25 per cent 
in the duty on heavy electric:! ma- 
chinery is being studied. 

MITI explains that these increases 
are necessary to protect Japanese 
manufacturers against imports. 


Czechs Make Soft Styles 


GOTTWALDOW, CZECHOSLO- 
VAKIA — The recent “Styles for 
1961” exhibition of leather goods 
here indicated that the trend in 
Czech footwear for 1961 is towards 
light, soft shoes. The slender shoe 
with the pointed toe still predomi- 
nates in the style lines. 

Experts in Gottwaldow, the 
largest of this country’s shoemaking 
centers, have approved 501 styles for 
next spring and summer. Of these, 
245 are completely new. A demand 
for more extra-wide widths is also 
being met say industry spokesmen. 
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a meaninegf ! 
part of the 
picture 


Two words that Check these fashion leaders in the 
S TY L EK come to mind when Mears heel line, or for a look at the com- 


shoe manufacturers want “heel appeal” to plete line get in touch with your Mears Heel 
grace their lines. representative. Mears styling centers are 
located at Lawrence, Massachusetts and St. 





Mears stylists provide all-encompassing assist- Kote . 
ance for your own design efforts; answer the Louis, Missouri. 
style trends of tomorrow while they anticipate 
and prepare for next year’s most heel appeal- 


ing fashions. 






What’s more, customer satisfaction is yours to Me 
¢ wrence, Mass., St. 

have and hold when you make Mears a 

meaningful part of your shoe picture. 


uso-72 


Mears...THE FINEST NAME IN HEEL STYLING AND CRAFTSMANSHIP 
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Profile: Pete Rovin 
(CONTINUED FROM PAGE 32) 


During the war years, the business 
had grown tremendously and it took 
a little time for him to become ad- 
justed to the new and increased 
tempo. 

For the next five years, he was 
either in Memphis, with Phil Wex- 
ner, or in Houston, Texas, with 
Henry Wexner. When the latter died, 
Pete stayed on as co-manager of 
the Smart Shop with Herbert Levy. 

In June 1951, Wexner Bros. leased 
the shoe department in Gus Mayer's 
in New Orleans. Pete became buyer 
and manager and has been there 
since. Two suburban locations have 
been added, for which he does the 
buying too. 


A Rewarding Job 


We have telescoped a lifetime, all 
of his fifty-five years, so that we can 
get back to Pete Rovin’s philosophies 
about shoes, buying, merchandising 
and all the many other facets of 
what he terms a “time-consuming 
but rewarding job.” 

“What little success I’ve attained,” 
he said, “can be attributed to a num- 
ber of factors. First and foremost, 
are the years of experience . 
starting at the very bottom and 
working in most every phase of the 
business. Add the basic and sub- 
sequent training at Kempner’s. The 
personal tutelage of Henry Wexner, 
who had a great fund of knowledge 
and a sense of styling, and who 
believed in personal service to custo- 
mers. The experience of working 
with Phil Wexner, who has a knack 
for sensing new fashion trends and 
has the courage to promote them; 
also one of the best when it comes to 
merchandising a shoe department. 
Put these all together and you can 
understand why I feel that they have 
been invaluable in shaping my life of 
shoes. 


The Women’s Fashion Business 

“The women's fashion shoe busi- 
ness today presents a terrific chal- 
lenge. With fast changing trends, it 
is not as easy to show profits as it 
was a few years ago. 

“In my opinion, the most im- 
portant factors in running a success- 
ful, profitable shoe business are: 
Tight control of operating expenses. 
Low inventory, but making sure to 
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have sufficient stock to keep volume 
up. Frequent and regular reorders of 
basic and running styles. The man- 
ager should spend maximum time on 
the selling floor and a minimum of 
time in the office. He should make 
certain that detail work does not 
interfere with duties on the selling 
floor. The selling floor is the heart 
of any business and a manager 
should be able to help his sales 
force and to see that his customers 
get the best service possible. 

“Having multiple units, we have 
found that coordinated buying is a 
big help. But we still find that a 
certain amount of individual buying 
is necessary because of the difference 
in needs of various departments. The 
greatest evil in our type of business 
today is markdowns. Sufficient turn- 
over of stock and, of course, careful 
selection of patterns will contribute 
to its control. 


Nothing But the Pump 

“TI think the styles today are more 
graceful and feminine than they 
have ever been but there has been no 
noticeable change in silhouette for 
a long time. It seems there just isn’t 
anything of importance to offer a 
woman except a pump.” 

Pete’s life runs on a single track 

. complete absorption with and 
dedication to his work. 

He likes all active sports, par- 
ticularly baseball, football and box- 
ing, but as a spectator rather than 
participant. 

He has a terrific bachelor’s apart- 
ment in the French Quarter of New 
Orleans, where he spends a great 
deal of time, reading. He has a host 
of friends and entertains often. 

It’s easy to see how all this adds 
up to a well-rounded, full life! 


The Leather Show 


(CONTINUED FROM PAGE 43) 


Company Booth 
F. C. Donovan, Inc. ... Se se Cane 
Dreher Leather Mfg. Corp. pce as 
Eagle Ottawa Leather Co. Bh a a 
Eastern Tanning Company . 109 


(Division of Prasncwn & Company) 
B. D. Eisendrath Tanning Co. 
John R. Evans & Co. . 


Fermon Leather Company, Inc......... 2 
Flagg Tanning Corp. .......... Aes 

Fleming-Joffe, Lid. .................. 106 
John Flynn & Sons, Os aaa 122 
S. B. Foot Tanning Co. 74 
A. F. Gallun & Sons Corp. ee 
Garden State Tanning, Inc............. 51 


Geilich Tanning Co. ................. 18 


Company Booth 
General Split Corp. . , fies ic ae 
Gilbert Tanning Company, Inz........ 40 
Goniprow Kid Co., Inc. ...........--: 4l 
Gordon-Gruenstein, Inc. ...........-.- 16 
Granite State Leather Co., Inc......... 86 
William Greiner Co. ..............-- 19 
The Griess-Pfleger Tanning Co......... 57 
Giteuse & Co. Wee cic... 124 
L. H. Hamel Leather Co., Inc......... 84 
Thomas B. Harvey Leather Co.......... 2 
Haus of Krause Division ... 118 
(Wolverine Shoe & Tanning Corp.) 
Hebb Leather Co., Inc. ...........-.- 82 
Hecht American Corporation Beat ear. 123 
Hiteman Leather Co., Inc............. 3 
Horween Leather Company ..........- 87 
Howes Leather Company, Inc......... 125 
E. Hubschman & Sons ............... 119 
Hunt-Rankin Leather Co.............. 54 
Interstate Tanning Corporation ....... 129 
Irving Tanning Co., Inc..............-.- 53 
Johnstown Tanning Corp. ee 
(Division of Floming-Joffe, Ltd.) 
Se, Bn oe ka nag ae esis 105 
Kirstein Leather Co. ................. 15 
Kroy Tanning Co., Inc. ..............- 35 
A. C. Lawrence Leather Co. ...... 71-72-73 
IT TEs os cack ee sees 103 
a Oe aa nr 42 
Loewengart & Company ............. 108 
Hermann Loewenstein, Inc. ........... 112 
N. H. Matz Leather Co., Inc........... 81 
W. Milender & Sons, Inc. .......... ie: | 
Cee eG a 
The Ohio Leather Company .......... 100 
Pfister & Vogel Tanning Co............ 6 
Prime Tanning Co., Inc............... 126 
Herman Roser & Sons, Inc. ........... 130 
Fred Rueping Leather Company ..... 46 
Seal Tanning Co., Inc. ............... 6! 
Seton Leather Company ............. 127 
Shrut & Asch Leather Co............. 70 
South Leather Company ............. 58 
Specialty Tanning Corp. ............. 92 
SS IRE Pere 83 
Superior Tanning Company .......... 36 
Surpass Leather Company ............ ae 
H. Swoboda & Son, Inc............... 6F 
Albert Trostel & Sons Co. ........ .. 85 
United States Raw Skins Tanners, Inc... 60 
OS ge Oe ee 56 
Verza Tanning Co., Inc............... 62 
Waljon Leather Co., Inc.............. 80 
Winslow Bros. & Smith .............. 14 
Wisconsin Leather Co. ................ 44 
Ziegel, Eisman & Co. .... 4% 


(Division of Goldsmith Leather Co., Inc.) 


Correction 


IN a RECORDER feature Nov. 1 
(page 39) about the Vigevano show, 
the leather in one of the shoes pic- 
tured was incorrectly identified. The 
description of the shoe should have 
said: “Unusual folded perforated 
vamp in ‘Irvana’ Softy side leather 
pump. Angelo & Figlio.” The leather 
is a product of Irving Tanning Co. 
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PLUS-VALUES FOR YOU...IN EVERY CASE! 


CASE #1... besides King Kid... CASE #2... contains Swoboda’s CASE #3... delivers King Kangaroo 
contains Amer’s 128-year repu- Swo-Tan Horsehide . . . and the .. . Amer’s unique leather, superior 
tation for producing the finest distinction of being the largest and in comfort, stamina, beautiful grain 
Black Glazed Kid in the world. best-known tanners of horsehide. and resistance to scuffing. 


AND ...in EVERY case Amer’s dedication to doing well each task undertaken. 


William AMER Company, Philadelphia 23, Established 1832 
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What's in a Shoe 


and How to Sell It 
(CONTINUED FROM PAGE 41) 


this business, graduating from a 
unique, specialty-type footwear to 
broader use. One motivating force 
was the introduction of the Norwe- 
gian-type casual made on the mocca- 
sin construction. It fanned out into 
many popular versions. The camp 
moccasin also took strong hold. To- 
day there are some 120 different 
styles of this specialized shoe, and 
perhaps some 15 to 20 different con- 
structions used to make them. 

Through the 1950’s right up to to- 
day, the moccasin has had phenome- 
nal growth in popularity. It has 
been a dominant factor in men’s 
styling, particularly with the growth 
of slipon types. It has been a potent 
force in juvenile footwear styling, 
as well as in women’s casuals and 
sport types. While only a small 
share of these are made by genuine 
moccasin construction, the influence 
of moccasin styling remains tremen- 
dous, in Europe as well as in the 
U. S. 


Merchandising the Moccasin 


The abundant ‘‘romance’’ sur- 
rounding the moccasin is obvious. 
The popularity of moccasin styling 
continues unabated. Yet, a clear 
line of distinction should be made 
between genuine moccasin construc- 
tion and moccasin-type styling made 
over other constructions. There are 
certain features about the genuine 


moccasin, the construction itself, 
that can give added value and sal- 
ability to this kind of shoe—pro- 
vided the merchandising-educational 
job is done by the store and sales 
personnel with customers. Here are 
highlights that can be featured: 

1) It is the only truly “cradled 
construction” in shoemaking. By its 
very design it has a gentle foot- 
hugging character. It is the only 
type of shoe that is “lasted up.” This 
can be demonstrated to the customer 
with an ordinary sheet of paper or 
cloth to show simultaneously the 
lasted-up and cradled-construction 
feature. This is what makes the 
genuine moccasin truly different. It 
has dramatic value. Sell it. 

2) The moccasin has a perfectly 
smooth bottom underfoot. This is a 
unique feature. Show why and how 
it is smooth—because of the one- 
piece, wrap-around construction. 
This is a good sell feature. In in- 
fants’ and children’s shoes, for ex- 
ample, the no-seam feature has foot 
health value. In adult shoes it’s a 
comfort feature. 

3) The bottom of the shoe that 
touches the foot is made of soft, 
pliable, supple wpper leather. This 
is a unique feature. We tend to 
think of the part of the shoe directly 
in contact with the bottom of the 
foot as being of firmer or harder 
material. Thus the soft upper 
leather against the foot bottom be- 
comes an interesting feature. 

4) The genuine moccasin has no 
insole or bottom filler. This means 


no cavities can form on the bottom, 
no lumps or bumps, no curling. This 
is a foot health and comfort feature, 
and also can be translated into good 
shape-retention qualities. 

5) Flexibility and lightness of 
weight are also important assets 
here. The genuine moccasin might 
be termed “naked shoemaking” in 
that it has no insole, filler, ete. This 
means greater flexibility and lighter 
weight—and yet a shoe sturdy in 
construction. 

6) It has tremendous versatility. 
Virtually every kind of footwear can 
be made by this process, and is. This 
can be said of almost no other 
process. 

7) Its historical origins should be 
dramatized. It’s the oldest known 
method of shoemaking, dating back 
more than 10,000 years. And yet to- 
day it still remains one of the most 
popular. This demonstrates its in- 
tegrity and essential soundness. 

8) It has much built-in romance. 
This can be used especially with 
children—the genuine moccasin as 
an American Indian creation (the 
version utilizing the plug). 

9) The hand-sewn feature should 
be merchandised—when the mocca- 
sin is actually hand-sewn. We’ve 
cited how this hand-sewing can be 
distinguished. Demonstrate this. 
There is still a lot of merchandising 
magic in the terms “hand-sewn” and 
“hand-made” and “hand-lasted” in 
shoes. There is still great respect 
for the “crafted” look and construc- 
tion. Sell it. 





Budgeting Your 
Way to Profits 


(CONTINUED FROM FAGE 44) 


sound and while every management 
decision should be directed toward 
meeting the estimated figures, a 
budget should not be allowed to ham- 
string operational and managerial 
flexibility, which is the one advan- 
tage a smaller business usually has 
over its larger competitors. The 
profit objective, not the budget, must 
remain king. If an expenditure in 
excess of the budget will net a profit 
that otherwise might be missed, the 
expenditure is, of course, justified. 
An analysis of the deviation at the 
end of the budget period will explain 
why it was justified, which shows 
how budgeting provides a base for 
evaluating the probable results of 
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decisions before they are made and 
the actual results after they are 
made. 


Forced Planning 

To the extent that the actual re- 
sults of the operation of a business 
are seldom exactly as budgeted, 
budgeting is something of a “guess- 
ing game.” So why the bother of es- 
timating? The blessing of a budget 
is that it forces planning. Plans 
must be made in detail. Manage- 
ment must take a critical look at 
what is being done, and this is con- 
structive because even in the 
smallest business, operated under 
the sharp eye of The Boss, costly 
methods and habits frequently de- 
velop that may have been useful at 
one time but could be done away 
with now. Too, the fact that a budget 


is not being met raises questions 
as to why and what can be done. 
These arise during the budget 
period, before it is too late to call it 
anything but a bad year. Action can 
be taken in time to correct whatever 
might be wrong. 

As a rule, a simple budget is the 
best budget for small businessmen 
who have not learned the wonders of 
budgeting. Too much detail at first 
can be confusing. It may not even 
be needed. So start slowly. Excellent 
direction in the preparation of a 
trial budget is usually obtained when 
the familiarity of the company book- 
keeper is pooled with the detached 
objectivity of an independent CPA. 
Without too much difficulty these 
two should be able to outline a work- 
able budget if given the necessary 
foundation: a sound sales forecast. 

(CONTINUED ON PAGE 56) 
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To put MORE 
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in your SALES... 





S/O BANTAN-RIB 


Ye i FASHION SENSATION OF THE YEAR! 


¢ 20% LIGHTER! » MORE SPRING-ACTION! + EXTRA PROPULSION! 


RIPPLE® Sole set a new fashion trend in footwear — and from the enthusiasm of 
shoe stylists, manufacturers and retailers, the new Bantam-Rib will be an even greater hit 
than the original. That's because this IS the Genuine RIPPLE® Sole — trimmed, slimmed, 
to revolutionize Spring selling! Springier, more fashion-wise than ever, Bantam-Rib 
is already ‘‘selling’’ a whole galaxy of Fashion Stars for top footwear firms! 
New Spring styles for Men, Women available NOW! 


*TM Ripple Sole Corp. GET THE FACTS! Write: 
BEEBE RUBBER COMPANY 


NASHUA, NEW HAMPSHIRE 
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Budgeting Your 


Way to Profits 
(CONTINUED FROM PAGE 54) 


Sales is the key factor in budget- 
ing. The sales budget must be a 
realistic estimate of what will be 
sold. Wishful thinking is fatal. Es- 
timates should be based on past ex- 
perience and planned changes, such 
as the addition of a new product, 
and correlated with a “guesstimate” 
of business activity. Several indexes 
usually published for local areas can 
prove valuable for this: population 
trends, bank deposits, personal in- 
come and employment statistics. 
Note the trend in these bellwethers 
and use them as guides in formulat- 
ing a sales forecast. Most customer- 
service enterprises, for example, 
would probably be unrealistic in 
budgeting an increase in sales if the 
population in an area were dwindling 
and unemployment were increasing. 

Next, inventories are forecast. On 
the basis of the sales forecast, will 
inventories have to be increased, de- 
creased or held at present levels? 
The answer to this will determine 
how much cash will have to be tied up 


in inventory, and so on. The budget 
is built up from the _ bottom. 
Budgeted sales and production fig- 
ures are fed to all persons respon- 
sible for a particular element of cost 
or expense. Each employee submits 
his own budget, and the individual 
budgets, whether there be two, 
twenty or fifty, are then integrated 
to form the over-all budget. Later, 
actual costs are classified and 
matched with the budgeted figures, 
with sharp differences given 
thorough investigation. The entire 
process is repeated, and before long, 
management becomes accustomed to 
having accurate advance notice of 
substantially all costs. 


Quote of the Month: 


“New products—such as TV, 
electronic instruments, plastics, 
fiberglass, drugs, etc., developed 
by private enterprise—have done 
more to further growth and raise 
living standards in our country in 
recent years than all schemes of 
government planning and public 
spending.”—-Thomas F. Johnson, 
American Enterprise Association. 


Thomas Bata Wants 
A United East Africa 


TORONTO, ONT.— Canada’s 
globe-trotting Thomas J. Bata, 
world’s largest shoemaker, is stok- 
ing the fire for political union of 
east African states and territories. 

“Economic expansion in east 
African territories will be infinitely 
more rapid if there is a selid and 
permanent foundation in a larger 
economic unit,” he said in an inter- 
view at Dar-Es-Salaam, Tanganyika. 

Bata opened a new factory in Ni- 
geria recently, the 51st in his world- 
wide empire. He also has factories 
in Tanganyika and Kenya. 

“We as an organization can oper- 
ate economically at a relatively low 
level of size. But many industries 
cannot be got into a small country. 

“Therefore, a federation of east 
Africa would offer a large market 
for large-scale industries to the bene- 
fit of the territories within such a 
federation.” 

Tanganyika chief minister Julius 
Nyere is advocating an east African 
federation. 








YOUR CUSTOMERS 
NEED... 


CAVALIER 


BOOT CREME 


To protect the fine 


quality leather of the 


shoes you sell : 
75< 








CAVALIER CO. 


BALTIMORE 30, MD. 
West Coast Oakland 20, Calif. 















WORLD’S FINEST 


Out of the commonplace among 
leathers into the realm of 
unexcelled quality and beauty... 
THAT'S “HORWEEN 
CORDOVAN.” Specified by 
leading manufacturers and retailers 
for soft “feel” and long wearing 
comfort . . . specify HORWEEN 
and be SURE. 


Horween side leathers enjoy an 
outstanding reputation for 
dependability, too. 


2015 ELSTON AVENUE 





cordovan 


HORWEEN LEATHER COMPANY 


NEW YORK 38: HERMANN oneansiiei INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 





CHICAGO 14, ILLINOIS 
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Boston Stores Order 
Triple Needle Styles 


BOSTON — Retail shoe business 
here continues on its spotty course. 
Merchants report that November 
has not differed from October in 
that respect. In fact, although final 
figures have not yet been compiled, 
many believe it safe to say that 
dollar volume will be found to have 
been even lower in November than 
in October. 

“One fairly good day, when fig- 
ures have been close to those of 
last year, is invariably followed by 
two or more which are way off,” is 
the paraphrased comment of half a 
dozen store owners or managers. 


Style Stores Hit Hard—Hardest 
hit have been the stores selling 
high style women’s shoes. Those in 
the lower price brackets have fared 
no better than those offering styles 
at prices above $20. This has re- 
sulted in earlier clearances than 
in other years, and the reductions 
have been more severe. One ultra 
high style store, for instance, held 
a 10-day sale during which five 
pump types, originally priced at 
$24.95 to $28.95, were offered at 
$19.95—down an average of ap- 
proximately 25 per cent. Colors in 
this selection were black, brown, 
tan and navy. 


Spring Orders—Despite the Oc- 
tober-November figures, retailers 
show no signs of allowing them to 
interfere with their spring buying 
plans. Substantial initial orders, 
few of them lower than at this time 
last year, have been placed. Triple 
needle toes are reported to have 
been bought by most of the fashion 
merchants and even those which 
have always stuck to middle-of-the- 
road styles this fall have included 
pointed-toe lasts in their spring 
buys. One retailer reports that he 
already has sold enough of this 
type to justify reorders on beige 
and black patent numbers. 

Plain pumps with a minimum of 
ornamentation have predominated 
in late fall promotions with the ex- 
ception of styles designed for for- 
mal wear here or at winter resorts 
a bit later. 
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Clearances Beat St. Louis Profits 


ST. LOUIS—Retail shoes are jog- 
ging along rather half-heartedly in 
the St. Louis area. Some of the de- 
partment stores have staged spe- 
cial-price clearances on both popu- 
lar priced and higher priced wo- 
men’s footwear. Pairage figures 
have benefited from the clearances, 
but profit charts have taken a beat- 
ing. 

Dealer stocks are still high in the 
women’s category. Novelty flats 
and 4/8 casuals in the $10 range 
are slow. Mid-high, stacked-heel 
pumps of black or tan crushed 
grain leather are selling well at 
$12.95, especially in perforated 
vamp patterns. Fake reptile is 
going well at the volume chains. 


Women Buy Walkers — Women’s 
walkers, with fairly thick stacked 
heels, continue to do better than an- 
ticipated volume at $16 to $20. Re- 
tailers feel that women of fortyish 
who shun pointed toes are buying 
dressier versions of the walking 
types for semi-dress wear. This 
trend, dealers feel, will show up in 
January clearances, with matronly- 
styled needle toe suedes loading 
the tables. 

Men’s volume for winter here is 
going to be in the mid-weights. The 
very light constructions are being 
bypassed, men’s dealers say, except 
on extremely pointed-toe patterns. 
Heavy brogues are traditionally 
good sellers and seem to be keep- 
ing up with the tradition. Men’s 
stores and departments report no 
unusual activity, but say they are 
running about equal to last year. 
Plain-toe, cordovan, five-eyelet 
bluchers; grained, black, wingtip 
oxfords and long line, burnished 
olive slipons with handsewn stitch- 
ing are favored patterns. One men’s 
buyer noted this week that con- 
sumer pre-election resistance to 
“absolutely anything over $20” has 
been seen less frequently as No- 
vember progressed. 


A Good Slipper Yule—Long, self- 
selection bars came out of hiding 
the second week of November. Pre- 
dictions are for a good slipper 
Christmas. Women’s lounging foot- 


wear is running about one-third 
gold toned, gold-lined, or gold en- 
crusted, making for festive display. 

Family shoe stores in St. Louis 
county moved good quantities of 
children’s replacement pairs in 
November. Boys from junior high 
age up are buying “Arkansas 
Threads,” the local term for boon- 
dockers; camel colored chukkas, 
adult-styled handsewn slipons and 
slipper sox to wear for chilly eve- 
ning studying. Now that the foot- 
ball season is over, every school is 
celebrating with a football prom. 
The dances sold tintable 10/8 
pumps, black patent pumps on 8/8 
Queen Anne heels and black or red 
smooth leather shell pumps on 15/8 
and 18/8 heels. Some plum suede 
23/8 pumps moved for senior class 
girls for prom festivities. 


Strike, Construction Hurt 
Business in Miami Beach 


MIAMI—A hint of fall put the 
dressier shoes in the Miami selling 
picture. Black, in patent and calf, 
leads the parade. The closed-up 
look with needle toe and slim heel 
sets the pace. 

Reports from downtown depart- 
ment stores show some success in 
one with navy and bone, black pat- 
ent behind but gaining on black 
calf in another, mink and cocoa 
browns doing “good” and a sudden 
interest being shown in slippers in 
turquoise, red, green and blue. 

A bus strike and mall construc- 
tion slashed business 40 to 50 per 
cent in some outlets on Lincoln 
Road in Miami Beach. Holiday 
shoes, however, generated some 
business. Major interest was in 
tintables. Favored colors were 
beige, pink, bone and yellow. 

One store reported “bone is on 
the move” and the quadruple needle 
is giving the triple needle a run for 
its money. The same buyer felt 
prints would be big in high fashion 
shoes for the holidays. He said in 
a two-week period the bottom 
dropped out on browns, blacks are 
tops and green suede is doing 
“dirt 
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Boot Interest Grows in Chicago 


CHICAGO—Shoe retailers in Chi- 
cago report that sales for the past 
two weeks were gererally down. 
Women’s pull-on boots and low 
heel walking shoes were exceptions. 
The recent coo! spell failed to spark 
expected buying. Women’s suedes 
were particularly singled out as 
disappointing by most retailers. 

In boots, women are cognizant of 
heel heights and weights. A good 
seller at Field’s is a lightweight 
nylon at $4.95. Another nylon style, 
well received at the Fair, has an 
all-purpose heel to accommodate 
high, cuban or flat heels. It also 
sells for $4.95. 


High Heels Are Down—Fashion 
heels from 18/8 upward are defi- 
nitely depressed in sales. Mid-heels 
and stacked heels, though, are do- 
ing very well. Patents are also be- 
ing bought in volume. One dealer 
is reordering them heavily as a 
year-around item. 

The opera pump continues as a 
basic, but women are demanding 
them with treatments over the 
vamps to offset the appearance of 
bigness. Wieboldts is doing well 
with a black calf with faille throat 
trim selling at $14.95. In toe pref- 
erences, women are remaining with 


the double needle toe styles. 

Women’s casuals are veering 
toward tapered toes and. bold 
stitching. An 8/8 stacked heel style 
in waxed calf at $10.95 is going 
over well in State Street stores. 
Popular colors are desert sand, sor- 
rel brown, gray, and _ pinedust 
green. 


Loafer Sales Climb—Men’s loafer 
buying is increasing sharply. Most 
stores report this style is now 
about 20 per cent of their business 
in men’s shoes. They are being 
bought increasingly for dress pur- 
poses. Capper does well with a 
hand-stitched moccasin in llama 
calf at $21.95. 

The gored slipon, with semi-high 
tongue and narrow toe, also is in 
big demand. 

Stores are ordering glove leather 
slippers for Christmas selling. One 
dealer is using direct mail to pro- 
mote these slippers, as well as win- 
dow and interior island displays. 

The one-strap patent leather slip- 
per is the No. 1 seller for young 
girls to size 8. Another patent slip- 
per with swivel strap sells best in 
8% to 12 sizes. One dealer predicts 
that patents will amount to 75 per 
cent of his spring trade. 
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N HIGH-HAT BLACK new cocktail silk collection, Bonwit 


exclusives, The decorated pumps, 19.95 The slinky, simple opera, 18.95 Ali also in dyeable white. From our | f 
collection of gay young shoes for Miss Bonwit, Eighth Floor New York Manhasset White Plains Cleveland 
Catering to the younger woman, Bonwit Teller offers a silk cocktail selection with the 


invitation of “Dance, Sabrina, Dance” and effectively dramatizes the color story of high-hat 
block with the block silk top hat. New York (8 cols.) 


Los Angeles Ads Push 
‘Extra’ Sales for Men 


LOS ANGELES—Newspaper ad- 
vertising, which has been definitely 
off, is now picking up strongly 
with the advent of the holiday buy- 
ing season. The big department 
stores and chains are hitting heav- 
ily on slippers for Christmas, party 
pumps and dress shoes and party 
footwear for the kids. Even the 
few independents are taking an oc- 
casional newspaper ad, meanwhile 
hitting heavily at their direct mail 
lists. 

A concerted effort is being made 
by the big men’s stores to start out 
with a two-pair sale. They are 
showing styles and pricing the ad 
“two pair for ...” 


Alligator Action—tintable satin 
shoes with rhinestone decorations 
are selling strongly right now. So 
are black peau de soie. A couple 
of leading department stores report 
good action on a big supply of alli- 
gator pumps in high and mid-heels 
that were put on sale. Sling pumps 
also were offered in this material. 

Walkers seem to be taking hold. 
One store promoted them with ads 
proclaiming “cleverest walkers in 
town” and showed a stacked heel, 
slightly below mid-height and only 
slightly tapered. Styles of uppers 
ranged from bellows ties through 
square-toed stepin bootlets, and in 
some cases even featured a tiny lit- 
tle bootstrap. They were made in 
black and brown glove leather. The 
store said action was fast and 
furious. 


Basics Hold Market—Generally, 
pumps in black, brown and green 
remain tops. Children’s basics still 
hold the market; saddle oxfords 
for girls, black and brown mocca- 
sins for boys. Mary Janes in black 
patent, with flat and small heels, 
are tops with the young miss for 
dress. 


In the overall picture business is 
not roaring, except in rain foot- 
wear where the rush was caused by 
a surprisingly early start to the 
rainy season, but selling is solid. 


Thom McAn’s first drive-in fam- 
ily unit in the San Diego, Calif., 
area has opened at El Cajon Blvd. 
and 73rd St. 
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Price Promotions Mar 


Houston Shoe Picture 


HOUSTON—Summer weather in 
November, election year, whatever 
the case, most retailers in the 
Houston area find themselves in 
much the same boat. They are try- 
ing to figure the best way to drum 
up traffic and bring less than spec- 
tacular business back up to sea 
level. 

In the women’s fashion depart- 
ments, the prime stimulus has been 
price promotions and more price 
promotions, sales.and more sales. 

With the exception of holiday 
slippers, an occasional color or an 
item promotion, little else but price 
has been advertised. 


In Spite of a Lull—Despite the 
lull, retailers say, it has been a 
good season for alligators, silks and 
black and tan combinations. 

Resort shoes in luscious pastel 
shades brighten at least a few of 
the salon departments. Cocktail and 
evening shoes with sequins, glitter 
cloth and rhinestones are selling for 
gala occasions. 

An evening shoe of particular 
note, featured by The Smart Shop, 
is a dyeable white satin pump which 
has a light-up lucite heel. The tiny 
light, which works on a flashlight 
battery, flashes on and off with each 
step. 


Casual Suburbs—In the suburban 
operations, better casuals are sell- 
ing well. Also, the low or cuff boot 
and the high-riding flats. 

Holiday slippers with bangles 
and beads in velvets, satins and 
crinkled Lurex make dazzling invi- 
tations and are just starting to sell. 

The overall children’s shoe pic- 
ture is slightly off. However, nylon 
velvet tennis shoes are selling well. 
Also, the rough grain loafers and 
the darker shades of brown are ap- 
pealing to the young masculine 
taste. Slipons are still the prefer- 
ence for older sister and brother. 


The J. C. Penney Co. retail chain 
announced recently that it was 
opening 18 new units in the six 
months ending Jan. 31, 1961. This 
will bring to 31 the number of new 
units opened in the present fiscal 
year. The company currently oper- 
ates some 1,700 stores in 48 states. 
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Shoe Boots Move Well in Detroit 


DETROIT—Currently, retail shoe 
sales are running about even with 
last year throughout the metropoli- 
tan Detroit area. A few individual 
stores report sales slightly under a 
year ago, while even fewer stores 
report a sales increase. 

November sales got off to a slow 
start due to two unrelated factors. 
First, the election claimed every- 
one’s attention untid well after Nov. 
8 and, second, unseasonably warm 
weather (over 60° on many days) 
continued well past the middle of 
the month. The weather discour- 
aged the sale of winter footwear, 


particularly overshoes and snow 
boots. 

Shoe Boot Phenomenon — Yet, 
surprisingly, women’s shee boots 


racked up very satisfactory sales 
figures for many retailers. Several 
store managers credited this phe- 
nomenon to the fact that exact fit 
and style choice are very important 


Slippers Sell Steadily 


W ASHINGTON—Retailers report 
continued slow sales and blame the 
November elections. Although busi- 
ness is generally on a par with or 
slightly ahead of last year, retail- 
ers say it is now tougher to attract 
customers. 

The general tightening of purse 
strings combined with a late arri- 
val of cool weather delayed sales 
of many shoe styles — children’s 
dress shoes, suedes and other fall 
merchandise. Slippers, on the other 
hand, have been selling steadily. 
Although several retailers report 
they are playing down slippers be- 
cause of the tremendous competi- 
tion from inexpensive packaged 
styles, others report good business 
in basic styles. 


Brown Almost Equals Black— 
Stacked heels continue to sell well 
in all heights. Overall best seller 
is 18/8. In higher heels, plain or 
very slightly trimmed pumps are 
selling best. Suedes are moving 
now, but area retailers report 
greatest interest in calf. Brown has 
been very strong, almost equaling 


in this type of boot. 

In the children’s shoe depart- 
ments, the black nylon velvet patch 
saddle is the No. 1 seller for grade 
school girls. And dress strap shoes 
in black nylon velvet are selling 
well in the girls’ 81-4 size range. A 
new dress shoe for growing girls, 
being ordered extensively for pre- 
Christmas promotion, is a gunmetal 
gray patent pump with detachable 
strap, in the 10-3 size range. 


Tennis Shoes Move—White ten- 
nis shoes are still popular with the 
high school set, particularly in sub- 
urban areas. Corduroy tennis shoes 
are increasing in sales, with white 
in first place, followed by loden 
and black. 

School boys are buying black ox- 
fords in smooth leathers as first 
choice, although there is increased 
activity in the sale of deep brown 
tones, especially in the 344-6 size 
bracket. 


in Washington Stores 


sales of black shoes at times. 
Brown and black combinations are 
gaining popularity and retailers 
continue to report near sellouts of 
greens. The triple needle toe ap- 
pears to be well accepted now. 

In casual shoes, browns again 
are doing well, especially in loafer 
types. Teenagers are buying black 
kid with bows. They have also 
started buying fancy as well as 
basic slippers. Nylon velvets in 
orange and turquoise are doing 
well. 


The Children’s Scene — In dress 
shoes for children, reports are va- 
ried. Most Washington retailers 
expected outstanding sales in nylon 
velvets. Those stores which attract 
the higher income groups and 
whose branches are in the more ex- 
clusive areas report outstanding 
sales of nylon velvets. Other re- 
tailers, however, report patent the 
best seller. One retailer has ex- 
panded his size range from 12% up 
to 3 in order to meet the increased 
demand for patent shoes with 
shaped heels. 
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Attendance, Buying Are Heavy at Los Angeles 


As late as the show's fourth and 
final day, sales representatives 
were busy with buyers. But re- 
tailers were especially careful in 
making their selections. 


By NORMAN PHILLIPS 


LOS ANGELES—Even a casual 
observer would have to decide that 
the West Coast Shoe Travelers’ 
Spring Market Week was a strong 
buying affair. 

Registrations were good and, 
more important, sample rooms were 
full with buyers actually placing 
orders, not just looking. Even 
Tuesday afternoon and Wednesday 
morning, usually slow times, found 
sales reps closeted with customers. 
But the average buyer, apparently 
realizing that a tough selling 
period may be ahead, frequently 
went through an entire line, ap- 
praising everything before placing 
orders. 


Fashion Stability? — Stylewise 
the changes from last year’s shoes 
were subtle and not startling. It 


Industry Is Backward, 


LOS ANGELES—Irving E. Gross- 
mann, prominent West Coast re- 
tailer, told a shoe sales seminar at 
the West Coast Market Week that 
the footwear industry is the most 
backard industry in America today, 
and even its method of retailing is 
antiquated. 

Mr. Grossman, owner of I. Miller 
of Los Angeles, charged that all 
women’s shoes on display look much 
alike nowadays, from the cheapest 
to the most expensive. He said shoe 
designers should work at the fit- 
ting stool instead of the designing 
board. Instead of giving the public 
what it wants, he said, the de- 
signers are trying to foist styles 
upon it. 

Mr. Grossmann recommended a 
cooperative study by designers, 
manufacturers, sales representa- 
tives and retailers to determine 
the consumer’s desires and then to 
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might appear that a period of 
fashion stability is upon us which 
would give the ladies little reason 
for buying something new. 

However, the change is there if 
it is not too subtle for the average 
customer to perceive. It manifests 
itself mostly in the shape of the 
shoe rather than in oddball fash- 
ion. It is the oval look: closed up, 
long and tapered, rounded from 
heel to throat. The throat must be 
softly curved; almost no slash and 
cutout decorations were seen. 

The vast majority of styles 
shown were closed at toe and heel 
and only a few featured cutouts to 
any extent. Two or three lines, 
long known for open-toed styles, 
continued in that direction and re- 
corded good sales, but this was the 
fashion exception. 


Some Round Toes—For the first 
time in several seasons, round toes 
were shown, but action in these 
was negligible. It’s still the long 
needle toe, with the only change in 
sight a few pairs with the point 
cut off, making a chisel toe effect. 


Grossmann Charges 


satisfy these desires. 

Henry Waters, representing Cali- 
fornia Display Co., told the retailers 
that window displays should be 
planned carefully to complement to 
the utmost the shoes which are to 
be placed in them. In this respect, 
he claimed, retailers don’t make 
enough use of the help that manu- 
facturers stand ready to offer them. 

George F. Knoche, advertising 
manager of the Beverly Hills Citi- 
zen, said in a discussion of display 
ads that it is better not to advertise 
at all than to do so without ade- 
quate thought. Ad copy, he empha- 
sized, should be geared to the 
income level of the area where the 
store is located. Mr. Knoche said 
every newspaper offers an advertis- 
ing department composed of spe- 
cialists who have detailed data on 
their own publishing area and can 
help prepare effective copy. 


For the first time in several sea- 
sons, a number of walking shoes 
were shown—not flatties but true 
walkers with stacked, fairly thick, 
tapered mid-high heels. Some buy- 
ers thought a lot of these and or- 
dered a sampling stock. 


No Letup of Pumps—tThe story 
is pumps, pumps and more pumps 
for spring. Their effect is elegant, 
smooth and rich. The oval shape, 
combined with subtle but rich deco- 
ration, made for sophisticated styl- 
ing. Among the decorations were 
little puff boutonnieres made from 
the same material as the shoe; and 
tiny bows, sometimes with a single 
pearl at the throat. 

Muted tones and pastels were 
featured colors, with an occasional 
leavening of bright color. There 
seemed to be less variety of tones 
than usual, with black, off-white, 
and pale beige dominant. 


Plenty of Imports—Numbers of 
Italian imports were strong. They 
ranged from high-fashion pumps to 
casuals and carpet slippers. 

Clogs were much more in evi- 
dence at the show than in seasons 
past. Laminated wood soles and 
high tapered heels of gold-anodized 
aluminum, combined with a variety 
of vamp leathers and treatments, 
got lots of buying action. Many of 
these were so highly styled that 
they moved up from the casual 
footwear classification and could 
be considered dress shoes. 


Variety for Men — Men’s shoes 
had much to offer. One quality 
men’s manufacturer was on hand 
with a wedgie slipon: a cement- 
lasted shoe in the medium-price 
bracket with full cork innersole 
and a wedge about three-quarters 
of an inch high at the back of the 
heel. The look in men’s shoes is 
still slim and elegant, but there 
are fewer of the decorations that 
were seen last year. 

In children’s fashions a cute moc- 
toe chukka boot appeared in the 
smallest sizes. Canvas shoes were 
more colorful; lots of patterned 
polished cotton uppers were seen. 
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Dallas Is ‘a Buying Show’ Despite Cut in Traffic 


One sales executive called the 
Southwestern market “a cryin’ 
but buyin’ show.” The timing cut 
into attendance, but those who 
came, came to place orders. 


By VIVIAN ANDERSON 


DALLAS — Though the attend- 
ance was down as a result of the 
timing of the show and the national 
election, the approximately 1,000 
retailers from Texas and nine sur- 
rounding states at the Southwest- 
ern Shoe Travelers’ Spring Shoe 
Fair were seriously bent on seeing 
all lines and placing orders. 

One sales manager, in discussing 
the lower attendance and some ex- 
hibitors’ groans over lack of traf- 
fic, said, “Let’s put it this way: It’s 
a cryin’ but buyin’ show.” 


Women’s Lines Busiest — Wo- 
men’s shoe display rooms were the 
most heavily trafficked. There was 
intense activity in triple and quad 
needles, thin heels up to 25/8, bone, 
off-whites, and lusters and patents 
in dress shoes. And there was in- 
creased interest in thin stacked 
leather heels, illusion heels and 
“little heels” on narrow lasts. 


While slipons seemed to be the 
big story in men’s shoes, large 
orders were noted in color combi- 
nations, ventilated woven leathers, 
nylon straws and nylon mesh in cas- 
uals, and in smooth leathers and 
deep green tones with brown cast. 


Fill-Ins for Children — In the 
case of children’s shoes, where 
many orders had previously been 
placed and fill-in orders were en- 
tered, nylon velvet continued to 
play an important role. But biggest 
interest was noted in narrow-lasted 
patent, bone or oatmeal and white 
smooth leather pumps and slippers, 
patch oxfords on narrow lasts in 
bone, in tapered toes, black and 
white combinations, green tones, 
and lemon and lime combinations 
with jet patches. 

Basie children’s shoe houses 
have found increasing demand for 
their new tapered lasts. In one 
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line there was big interest in a new 
sweetheart saddle shoe for children, 
misses and growing girls, retailing 
around $8.50 to $10. A heart re- 
placed the former patch. 


Points in Teen Flats — Teenage 
flats were bought in pointed toes 
up to triples. A favorite in one line 
was a two-strap squash heel in 
patent and bone. Newest in a teen- 
ager fashion line was a 15/8 heel, 
triple needle pump in highlight 
colors of tangerine and lilac as well 
as bone, the No. 1 choice. Some re- 
tailers said they thought that little 
cross patchwork and embroidery on 
teenagers’ flats would outsell the 
jeweled flats. 


Still more orders in another line 
were placed for shimmer-type lusters 
in platinum, lilac and watermelon 
shades, with biggest excitement in 
12/8 razor-backed leather stacked 
heels. 


Moccasins Move — This was a 
good show for buying casuals and 
moccasins, especially by retailers 
from Arizona and New Mexico. In 
a $7.95 retailer, big demand was 
seen for a new-construction—one- 
half slip lasted and one-half cement 
— suburban casual, made _ with 
tapered toe, fine leather sole, elas- 
ticized throatline and gold nail- 
head trim. Bone led. 

Orders were heavy for ballerina- 
type moccasins, molded sole boots 
and beaded boots of imported deer- 
skin, and regular squaw boots in 
panama, white and turquoise tones. 
Hot items were jeweled ballerinas 
for mother and daughter, copper, 
silver and gold in metallics, white, 
black and bone in cowhide, a $4.95 
retailer made with airfoam inner- 
soles. 


Sandals a Big Item—Sandals are 
important here. In one Italian line 
retailers, especially from coastal 
cities, were buying aniline calf- 
skin sandals in volume, to retail at 
$9.95 and $10.95. These have live 
rubber under the sock lining, ani- 
line calf backstraps and non- 
scratch socks. Platform ropes were 


also selling well. Coffee cream and 
town brown were major colors or- 
dered. 

Several lines reported that re- 
tailers were buying more matching 
bags for spring than ever before. 
Popular in one line was a striped 
tussah silk pump to cover the 
needs for the black and beige 
families in one shoe made with 
thin, stacked laminated leather heel 
and black patent trim. The shoe 
retails for $19.95, with matching 
silk bag at $16.95. A checkered 
garden triple needle pump in red, 
lilac, brown, black and blue with lus- 
ter trim matching the embroidery 
work and with 24/8 heel, to retail at 
$19.95 with a matching $16.95 bag, 
was another high on the order 
blanks. 


Bone in Combination—Bone was 
seen as a small trend in men’s 
shoes in combination treatments. 
Texas retailers were ordering in 
volume, from one men’s shoe line, 
yellow kangaroo shoes with suede 
plug and tongue over a heartwing 
pattern; a smooth leather bone 
shoe with olive suede plug and 
tongue, and a heartwing pattern 
with yellow kangaroo quarter and 
silky suede plug and tongue, all on 
narrow lasts and retailing at about 
$17.95. 

In color combinations in men’s 
casuals, olive and palomino in a 
three-eyelet shoe with cushion 
crepe insole and outsole, a $14.95 
retailer, was being ordered. Big 
cities were taking to white in com- 
binations in some lines. 


Calfskin with Alligator — One 
line reported a big response in 
Texas and Louisiana to a brown or 
black calfskin shoe with alligator 
plug, a $37.50 retailer. Boxer-type 
and Guantone-stitched gored slip- 
ons with cushion-sole construction 
were in big demand. A trend was 
noted toward more fine-grain slip- 
ons than smooth leather. 

Olive was selling medium well; 
brown black or black gold, very 
well, with black and brown running 
50-50 in the top demand. 
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Long Island Show Doubles in Size 


By ESTELLE G. ANDERSON 


GARDEN CITY, L. L—The 53 
exhibitors at the New York Boot 
and Shoe Travelers’ one-day spring 
show in the Garden City Hotel rep- 
resented a more than 100 per cent 
increase over last year’s number. 
This growth was viewed as tacit 
proof that members believe the 
show’s purpose and timing are 
right. 

Although the official registration 
rolls showed 225 buyers, this was 
far from the actual figure. Exhibits 
were on two floors, and many re- 
tailers bypassed the registration 
desk. All display rooms seemed to 
get a fair share of traffic, and many 
exhibitors opened one or two new 
accounts. 


First Look for Many—This is a 
“family show” with an extra meas- 
ure of warmth and camaraderie. 


For many of the small independent 
merchants who came in from Brook- 
lyn, The Bronx, Long Island, New 
Jersey and Connecticut, it was the 
first chance to see spring lines. 
These people don’t attend the Chi- 
cago, Boston, Dallas or southern 
shows. 

Myron Wolf of Edith Henry 
Shoes, president of the Travelers, 
said the show was successful be- 
cause it is timed correctly. He said 
it “proves there is a definite need 
in this area for an earlier show. 
Branded lines cannot wait for the 
PPSSA. Retailers, particularly 
those from out-of-town, don’t want 
to go into New York after Thanks- 
giving Day. Lots of stores stay 
open at night then, and merchants 
don’t want to leave their shops.” 


Association Emerges — A side- 
light on the show came from Ed 


MASTA to Restrict Its Shows to Members 


By CHUCK HOSSACK 


PHILADELPHIA—There’ll be a 
new sign hanging at future shoe 
shows sponsored here by the Middle 
Atlantic Shoe Travelers’ Assn. It’ll 
read: “For Members Only.” 

The decision to “close the 
show” to non-member exhibitors 
was made during a meeting at the 
spring and summer MASTA show 
in the Benjamin Franklin Hotel 
last month. The show committee 
felt the move would strengthen the 
event. MASTA registration has 
been declining. The total at last 
month's show was down 30 per cent 
from the 400 registered in April. 


Orders Were Written — While 
traffic declined, those who did come 
to the show placed orders, accord- 
ing to the travelers, who exhibited 
52 lines. A sampling of the rep- 
resentatives revealed that many 
saw their regular accounts and 
wrote some business. 

Opinions about the show and the 
traffic ranged from glowing reports 
of “good” traffic to moans about 
the monotony of “not seeing a 
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face.” A work shoe salesman said 
that on opening day he saw more 
than 70 retailers and buyers—a 
few less than half the total who 
registered that day. Across the 
hall, a representative of a quality 
men’s house said he hadn’t seen a 
new face. And he added that he 
came to shows to see new people, 
not just his regular accounts. 


Few Women’s Lines — Exhibits 
were predominantly of men’s and 
children’s lines, and some travelers 
said the lack of women’s fashion 
lines cut into the registration. 
Some representatives said a fair 
number of the women’s lines had 
been into the city earlier and a few 
of the travelers that made the 
earlier stops here actually told ac- 
counts to skip the show. 

But one representative who re- 
ported good traffic and good order- 
ing was handling a women’s line. 

Retailers bought black patent, 
bone and white for women; slipons, 
predominantly black, for men; 
patch saddles and nylon velvets 
for children. 


McCann, who represents W. L. 
Kreider. Said he: “This is the first 
time the New York Boot and Shoe 
Travelers’ Assn. has received its 
due recognition and assumed its 
identity as a group. And, after all, 
we are the oldest and largest sell- 
ing organization in the country.” 

Sales representatives were unani- 
mous in pronouncing the show a 
success. If it continues to grow, 
they said, bigger quarters may be 
needed. But the timing will stay 
the same: the first Sunday in 
November. 


Style Preferences — Stylewise, 
there was interest in men’s and 
boys’ slim, lightweight, cement-welt 
oxfords and slipons with a variety 
of detailing. Black maintains top 
position, and brown is second, with 
a good deal of interest in antiqued, 
burnished tones. 

In women’s dress shoes, the pump 
with the triple needle toe on high 
or mid-high heels was first. Tail- 
ored and spectator types, many with 
stacked heels, were second; and the 
casuals — tapered, attractive and 
colorful—came next. Color was a 
matter of local preference, and most 
agreed on black —in patent, pol- 
ished or matte finished calf—fol- 
lowed by bone, light neutrals, light 
greens, whites and a few pastels. 

Black patent leather slipons or 
strap patterns were important in 
practically every girls’ line. There 
were also saddle oxfords and bals 
in virtually every color combination 
and patch design. 


PPSSA Fashion Forecast 


SEVEN THOUSAND copies of 
the semi-annual Fashion Forecast of 
the Popular Price Shoe Show of 
America have been distributed. The 
spring forecast, titled ““Color—Color 
—Color” and highlighting color and 
apparel trends, was mailed to exhibi- 
tors at the May PPSSA and retail- 
ers who registered at that show. 

The forecast was prepared by 
Helen Joseph, shoe fashion director 
of PPSSA, and Doris Weston, fash- 
ion director. It features a chart- 
type analysis of the key style influ- 
ences for the coming seasons. It de- 
tails important colors, silhouettes, 
lasts, heels and ornamentations to be 
merchandised in all shoe categories 
for spring. 
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2 Concurrent Shows 


In Atlanta? Possibly 


ATLANTA—The possibility that 
two shoe shows may run concurrent- 
ly in this city has loomed on the 
horizon with announcement of the 
formation of the Atlanta Shoe Show, 
Inc. 

This corporation is a newly 
created, wholly owned subsidiary of 
the Atlanta Merchandise Mart, now 
under construction here, according 
to Vice-President and Managing Di- 
rector Herbert U. Martin. The first 
show in the Merchandise Mart would 
be held next May, provided the build- 
ing is finished in time. 

Letters have gone out to footwear 
manufacturers, distributors and 
sales representatives as well as hand- 
bag and accessory makers, inviting 
them to exhibit in the 40,000-sq.-ft. 
mart. 

Meanwhile the Southeastern Shoe 
Travelers announced plans to hold 
its fall ’61 showing in the usual four 
hotels in downtown Atlanta April 30 
to May 3. Mrs. Ruth Whatley, secre- 
tary, said dates of later shows were 
being worked out with hotels and the 
convention bureau. 

The issue of whether the South- 
eastern Travelers would move into 
the new Merchandise Mart remained 
cloudy, and no official action was 
taken. But it was generally felt that 
the show will stay in the hotels. 
Whether members are willing to use 
booths instead of private display 
spaces, is one of the issues involved. 


3 Groups Agree on Plan 


To Resolve Date Conflicts 


COLUMBUS, O.—Three state or- 
ganizations of shoe travelers have 
agreed to cooperate in eliminating 
show conflicts in the future. Wil- 
liam C. Short, president of the Ohio 
Shoe Travelers Club, said his group 
has joined with the Indiana and 
Michigan Travelers in the arrange- 
ment. 

Accepted at a three-state confer- 
ence, he said, was a plan whereby 
one of the associations would ac- 
cept a succeeding weekend for a 
show in the event of a date conflict. 
It was also agreed that if hotel ac- 
commodations were not available 
on the new dates, “every effort will 
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be made by the neighboring group 
to trade dates.” 

Many salesmen’s territories, Mr. 
Short pointed out, consist of parts 
of the three states. When shows 
overlap, a traveler thus may have 
to choose between them. 

During the present show season, 
there was no conflict in dates 
among the Ohio, Indiana and Mich- 
igan groups. But the Columbus, O., 
show ran concurrently with the 
Pennsylvania Shoe Travelers’ show- 
ing in Pittsburgh in mid-November. 


Tuffly, Willingham Named 
To 1961 Shoe Fair Posts 


NEW YORK—Louis E. Tuffly, 
president of Krupp and Tuffly, Hous- 
ton retail firm, will serve as chair- 
man of the 28-member 1961 Na- 
tional Shoe Fair Committee. 

Vice-chairman is Ben H. Willing- 
ham, president of Genesco, Inc., 
Nashville, Tenn. The appointments 
were announced by the National 
Shoe Retailers Assn. and the Na- 
tional Shoe Manufacturers Assn., 
sponsors of the Shoe Fair. 
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Style 6490 
5-Eyelet, plain ¢ 





Write today 
to learn what 
VOTAN ‘SureceSoze” 


with “G-C-P’’can 
do for YOUR 
SHOE SALES! 



















For Over 58 Years 


Adams Brothers 


INCORPORATED 


Shoes have been noted 
for superb workmanship 


and quality leathers. 


That’s why 
they specify 


VOTAN ‘“Suvree Soze” 


the 
LONGER WEARING, 
FLEXIBLE, 
WATER-and-PUNCTURE 
RESISTANT, 
SHAPE-RETAINING 
SOLE LEATHER! 









LEATHER 


-plus! 


VIRGINIA OAK TANNERY SALES CORPORATION 


27 SPRUCE ST. - NEW YORK 38,N. Y. 


in Canede by BEARDMORE & CO., Limited, Acton, Ontarie 
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70% of Needs Ordered in Oklahoma 


By ELSIE VAN HORN 


OKLAHOMA CITY, OKLA.— 
Traffic was down somewhat from 
last year at the Mid-Continent Shoe 
travelers’ spring showing. There 
were slightly less than 300 regis- 
trations, although as usual a num- 
ber of buyers failed to register. 
Exhibitors numbered around the 
usual 80. 

While most salesmen expressed 
satisfaction with traffic, with or- 
ders written and, in some cases, 
with new orders snagged, an under- 
tone of caution was evident among 
buyers. Some reported frankly 
higher-than-usual inventories due 
to an acknowledged slowdown in 
business in general, although a 
number noted a pickup following 
the pre-election doldrums. Weather 
was the main consideration for 
many who were still mindful of the 
stab they got last March and April. 


70-80% of Requirements—On the 
whole, however, retailers were 
hopeful and bought well, according 
to Association Secretary E. J. Eich- 
horn. They ordered up to 70 and 
80 per cent of anticipated require- 
ments for spring, leaving a safe 20 
to 30 per cent for size-ups. 

In women’s fashion lines, triple 
needles dominated. One salesman 
noted that 75 per cent of his orders 
were for triples. Another gave the 
same percentage to double needles. 
Spiked heels are still the thing in 
high-fashion shoes, although much 
favor was shown for mid-high and 
little heels, with the squash heel on 
the wane. 


Bone Is Strong—-Bone was high- 
volume along with patent and 
white, followed by lavender, beige 
green and a smattering of other 
pastels; blue in basics, and some 
red, 

The trend to casuals (including 
walking, at-home and fun shoes) 
was quite strong, with softness, 
flexibility and ribbed bonded soles 
a main attraction in canvas and 
corduroy washables. 

Detailed shoes were much more 
in demand than last year, indicat- 
ing that customers are perhaps tir- 
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ing of buying several sets of inter- 
changeable bows or ornaments for 
plain pumps. 


Points for the Young — More 
pointed toes were on buyers’ lists 
in children’s and misses’ and even 
down to toddlers’ shoes. In little 
girls’ shoes, a trim of off-center 
tabs with button or jeweled orna- 
mentation was important. Black 
patent was probably the leader, but 
patents in other colors were also 
good, as well as smooth calf or kid, 
nylon velvet and luster leathers in 
colors. 

Little boys’ shoes looking like 
big brother’s and daddy’s were in 
demand—all in slimmer lasts, black 
in smooth and lightly grained 
leathers and brushed pig in gray, 
muted green and natural elk. Many 
saddle types sold in this category. 


Lighter Look for Men—The ta- 
pered toe, slimmer silhouette and 
lighter look in men’s shoes brought 
approval, with the moc last still 
high in preference and interest 
growing in wing-tip treatments. 
Slipons were gaining in interest. 
But two, three and four-eyelet ties 
were plenty popular in dress styles. 
The heart wing tip, long-back 
wing, short wing and angle tips 
with fine perf treatment drew much 
attention. 

Black was still No. 1 in men’s 
shoes, with a black-on-brown shad- 
owtone and burnished black olive 
in good demand. Smooth leathers 
and fine cashmere grain in dress 
shoes pulled good orders. 

In summer styles, white in com- 
bination and ventilated nylon 
weaves were on most orders. 


Style Advances—The matter of 
style in men’s shoes proved of more 
importance than ever before, with 
the old basics standing still while 
the sleek, slim look goes best with 
the cuffless trousers style. 

In men’s casuals, brushed pig 
and glove leathers were in popular 
demand. In boot styles the Welling- 
ton type has shown an amazing 
growth in favor, and one boot ex- 
hibitor said his sales now run about 
25 per cent in this type. 





Clinic Doubles Buyer 


Attendance in Indiana 


By FLORENCE M. TAYLOR 


INDIANAPOLIS, IND.—A new 
clinie-type program for retailers is 
credited with doubling the number 
of retailers attending the Indiana 
Shoe Travelers’ Assn.’s Spring Shoe 
Fair. Because many retailers 
brought along their store personnel 
to the clinic, show attendance was 
swelled even more. 

The program included two films 
dealing with shoe selling and pro- 
motion. Pleased with its success, 
the travelers’ group announced 
plans to build future shows around 
retailer clinics. 


Toes Get Pointier—Some 52 lines 
were exhibited here. Buying was 
very good and mostly for spring. 
In women’s high-fashion shoes, the 
trend in this area is toward the 
triple needle toe, and shoemen ex- 
pect the move from double needle 
to triple to go a lot faster than that 
from single to double. 

Black patent leather is the vol- 
ume choice for spring, with bone 
and beige shades second. Spindrift 
green ranks third, and there is a 
decided interest in lilac. To date 
there is a decrease in off-shades of 
blue. 

The preference in high heels is 
slender 23/8s. Meanwhile the de- 
mand for slim 19/8s is on the in- 
crease. 


Lightweight Trend—In casual 
shoes the built-up 10/8 heel is in- 
creasing in favor, and cutting into 
the 10/8 and 12/8 wedgie business. 
The trend is toward more light- 
weight shoes in tan shades and 
more concentration of unlined flats 
and casuals. Bright colors in un- 
lined shoes are showing a come- 
back. Mignonette green and laven- 
der and spotty orange are good, 
especially in light grained textured 
leathers. Bone is holding up 
strongly. 

In teenage shoes the swing defi- 
nitely is to more pointed toes. The 
jet heel is practically replacing the 
Queen Anne or squash heel. Black 
crushed and kid leather are first in 
importance, followed by the beige- 
to-tan family. A few reds have 
drawn interest. 
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Italian Influence—In men’s dress 
shoes the close trim edges have 
expanded from the expensive to the 
popular price lines. The Italian in- 
fluence is important in young men’s 
shoes in both oxfords and the casu- 
als type. Black is followed in pref- 
erence by burnished browns and 
ripe olive. Green to blend with the 
new green suits has drawn interest. 

The elasticized topline in men’s 
slipons with narrow heels was wel- 
come here. In casual lines, nylon 
has sold well with loden green the 
favorite, followed by gray and 
whippet. 


Bone Gains for Girls—In girls’ 
lines black patent is No. 1, with 
white and bone trailing behind. 
Bone has been bought a lot heavier 
in the dressy type than in the past 
two years. Pattern-wise, pointed 
and tapered toes and princess heels 
have sold best. 

In service weights for girls, soft, 
lightweight construction was big at 
the show. Loafers are growing in 
importance (for boys as well as 
girls). The patch saddle oxford re- 


mains good in black nylon velvet 
and also in light colors. 
In boys’ shoes black reigns as 


No. 1, but burnished olive is being 
bought strongly. Tapered toes on 
all patterns are popular. 


Des Moines Showing Exceeds Expectations 


DES MOINES, IA.—A “very, 
very good show—far above our ex- 
pectations.” That was the way new 
President Robert Daniels described 
the Iowa Shoe Travelers’ Assn. 
Spring Shoe Show in the Hotel Ft. 
Des Moines. With 240 retailers at- 
tending, buying was good, Mr. 
Daniels said, and he predicted that 
spring retail business will likewise 
be favorable. 

As for style preferences, Mr. 
Daniels said that while most retail- 
ers complained about pointed toes, 
they didn’t buy anything else! He 
cited a definite trend toward 
pointed toes in children’s and men’s 
shoes, too, in this area. 

The lighter weight shoe was most 
popular in children’s lines, and 
girls’ heels tapered like Mother’s 
seemed popular. As always black 
patent leather was a favorite in 


girls’ shoes. Slipons continued to 
gain in popularity in boys’ lines 
and, as in men’s shoes, the long, 
slim look was most sought after. 

The third annual “chuck wagon 
dinner” was a feature of the meet- 
ing, with food brought to the sell- 
ing floors from noon until 2 P.M. 
on Sunday, thus enabling buyers 
and sellers to make the most of 
their limited time. The show’s 
other social event was the Satur- 
day night banquet for salesmen 
only. Edmund J. Trench, secretary 
and managing director of the Na- 
tional Shoe Travelers’ Assn., was 
the speaker. 

In addition to Mr. Daniels, other 
officers elected are Russell Moore, 
first vice-president; Ray Allen, sec- 
ond vice-president; Robert Fessler, 
secretary-treasurer, and W. R. Cop- 
pock, chairman of the board. 
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Equino-varus, Surgical, 
Night Brace and Center- 
Line shoes. 

Fillauer, Dennis Browne 
splints, inter-changeable 
with new Roto-Lok feature. 
Write for complete details. 
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Equino-varus, Outflare ox- 
fords and boots, Plumb-Line 
oxfords and boots and Sur- 
gical to fit all sizes. 


Over 35 years ago, Sabel began the doctor-dealer program 
that now offers the most complete line of basic footwear in 


Basic shoes for men and 
boys on specially designed 
lasts plus lace to toe Surgi- 
cal boot in men’s and boy's 
sizes. Complete program. 
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the orthopedic field . . . shoes built on scientifically designed 
lasts that have been developed through direct contact with 
doctors and hospitals across the country. 

Watch for our ads in the months ahead, showing the wide 
range of shoe types carried in-stock. 








Bunion type orthopedic com- 
bination lasts, long counters, 
steel shanks, Thomas heels, 
add up to a line of shoes to 
cover most abnormal con- 
ditions. 
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Inc., 1207 Chestnut St., Philadelphia, Pa. 
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Did Independents Outshine Chains in 1948-58 Gains? 


NEW YORK — After comparing 
1958 Census of Business data with 
that of a decade earlier, the Na- 
tional Shoe Manufacturers Assn. 
has concluded: “In a_ relative 
sense, ‘independents’ seemed to 
show greater inherent strength 
than did shoe ‘chains’.” 

Both independents (10 or fewer 
units) and shoe chains (11 or more 
units) enjoyed healthy growth dur- 


ing the 10-year period, NSMA 
pointed out. But independents, 
with a net increase of only 18 per 
cent in the number of establish- 
ments, showed a 40 per cent gain 
in sales volume. Meanwhile, the 
chains had to increase their num- 
ber of establishments by 49 per 
cent to bring about a 53 per cent 
rise in sales. 


In making its study, NSMA used 


preliminary census figures for 1958 
and adjusted data derived from the. 
1948 census. During the decade 
the total number of shoe stores in- 
creased by 25 per cent, while the 
total sales of these units climbed 
by 45 per cent. 

Shoe stores’ share of the foot- 
wear market increased from 47.5 
per cent to 52.1 per cent, the study 
showed. 


NSMA Study of Shoe Distribution—Preliminary Report 


Number and Sales of Single and Multi-Unit Shoe Stores, 1958 and 1948 





Kind of Business No. of 

Estabs. 

Total, shoe stores 24.437 
Independents 17,879 
Single unit... 14,308 

2-3 estab. units 2,383 

4-5 estab. units 697 
6-10 estab. units 491 
Shoe chains..... oe 6.558 
11-25 estab. units. . . 716 
26-50 estab. units. . 450 
51-100 estab. units. . 410 
982 


101 or more units... 4, 





All other stores 


(Total U. 8. shoe market— 
in millions). i, 
| 


















































1958 | 1948 Pet. Change 
ath te (Gite Sa eo, i 1948/1958 
| Ret | Pet. 
Sales of Mkt. No. of Sales of Mkt. No. of 
($1,000) Share | Estabs. | ($1,000) Share Estabs. Sales 
wsitdune dittsdenidemeasnifil ciniatintigsininantaia s | pica — 
2,129,699 52.1% | 19,551 $1 ,467 ,307 | 47.5% +25% +45% 
$1,239,859 30.3 15,160 $ 884,650 28.6 +18 +40 
$ 883,697 21.6 | 12,513 | $ 620,870 20.0 | +14 +42 
220 ,370 5.4 1,630 148 ,975 4.8 | +46 +48 
74,741 1.8 520 53,448 1.7 | +34 +40 
61,051 1.5 497 61,357 1.9 — 1 — 1 
$ 889.840 21.8 4,391 | $ 582,657 18.9 +49 +53 
$ 94,381 2.3 708 $ 96 ,971 3.1 + 1 — 3 
54,847 et 245 33 , 368 1.1 +84 +64 
38,718 1.0 1,280 146,712 4.7 —68 —74 
701,894 78 } 2,158 305 , 606 10.0 +131 +130 
BB i cee oe ee Ee 
$1,960 ,000 46.9 $1,623 ,000 52.5 
($4,090) ($3 ,090) | 
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A BETTER FIT FOR | 
MORE CUSTOMERS 


wit y, THE INVENTORY 
THAT MEANS A BETTER PROFIT FOR 
Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 
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RUBBER CORPORATION 
| T 
RAHWAY, NEW JERSEY + Established 1896 


Estimates based on NSMA industry surveys, Department of Commerce, Federal Reserve Board figures. 
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IMPORTANT NOTICE TO SUBSCRIBERS 


Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
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|} possible moment. 
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PRINTED STRIP showing exactly how magazine is 


into effect with a minimum of delay. 
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Potter Shoe of Cincinnati 


Shifts Top Management 


CINCINNATI—E. C. Orr has 
been named board chairman of the 
Potter Shoe Co., prominent Cincin- 
nati retail firm, in a realignment of 
top-echelon personnel. James Potter 
Orr, who represents the fourth gen- 
eration of family control, succeeds 
E. C. Orr as president. 

Woodrow W. Brown moves up 
from assistant secretary-treasurer to 
treasurer. He remains comptroller 
and assumes added duties in the 
merchandising end of the business, 
through his development of an ex- 
tensive IBM stock control system. 

Since joining the firm in 1947, 
James P. Orr has been engaged pri- 
marily in the management of sub- 
urban units and the merchandising 
of women’s and children’s shoes. As 
president he will be responsible for 
merchandising all lines and coordi- 
nating sales and promotion. 


Thom McAn expanded its Texas 
operations to 55 stores with the 
opening of a drive-in unit in Corpus 
Christi. Jerry D. Mills is manager. 


Parasols Are Backdrop for Evins Showing 


ST. LOUIS Shoes sketched 
boldly on pastel parasols proved an 
effective promotional device for de- 
signer David Evins at a breakfast 
showing here. The event drew 
several hundred women to Stix, 
Baer & Fuller’s suburban West- 
roads store. 

Each model was provided with a 
sketch-decorated parasol to open 
and spin as she pirouetted on the 
platform. The oversized sketches 
were planned so that back-row 
viewers could get a front-row look 
at patterns and silhouettes. Mr. 
Evins exhibited holiday, resort and 
early spring shoes. 


Asymmetrical Look — The light- 
footed look and the asymmetrical 
look, both characteristic of David 
Evins’ designing, were well re- 
ceived. Local women liked the new 
shaped toplines, the broader-based 
heel lifts and the combinations of 
vibrant colors for evening. “PM 
shoes” accounted for only about 20 
per cent of the total pairs shown, 
but attracted excellent attention at 
a special ordering session which 


followed the breakfast. 


According to Mr. Evins, “The re- 
sponse here in St. Louis was over- 
whelming. And I particularly 
notice that women at present are 
seeking out more individuality in 
lasts, materials and colors.” 


Material Preferences — Popular 
materials included black patent 
with stitch trim; polished pigskin; 
creme and coffee calfskin combina- 


tions; bronze patent with black 
patent leather; green gage calf- 
skin, and white lustres. High- 


heeled pumps predominated in the 
collection, while lower stacked 
leather heels were seen on British- 
looking spectators. 


Dominant, treatments included 
open cutouts, shirring, strip over- 
lays in contrasting colors, asym- 
metrical vamp detailing and multi- 
color window pane effects. 

The David Evins breakfast was 
described as one in a continuing 
series of special fashion events 
scheduled for St. Louis women by 
Stix, Baer & Fuller. 
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shoe stores, 


1215 Washington Ave. 
Sample Rooms: Los Angeles + 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 


° . on fine shoes, 

drive-ins bought direct 

: and from the best 
: shoe known makers 
promotion are in line with 
buyers our nationwide 


reputation 
for values! 


Open a Cancellation Shoe Store in Your Town 
Our New Store Consultants Will Help You 


Set Up ao Profitable Operation 
Quolity Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Lovis 3, Mo. 
New York 
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Charity Earns Goodwill for Houston Store 


HOUSTON—Hundreds of people knew what to do with them, explained 


some in wheelchairs, others on 
jammed The Bargain 
Gusher Store on Houston’s Main 
Street for a three-day giveaway of 
mateless shoes. 

The store’s only suggestion was 
that persons accepting the shoes 
make a contribution to the United 
Fund campaign. Sam Waldman, man- 
ager of the store, said that nine out 
of ten customers asked how much 
they owed. When they were told that 
they owed nothing but could con- 
tribute to the fund if they wished, 
most did. 

Mr. Waldman said he found abovt 
200 people waiting outside the store 
when he came to work at noon Sun- 
day after advertisements appeared 
announcing that single shoes would 
be given away. 

The Houston Post, a morning 
newspaper, picked up the story and 
ran a page-one feature entitled: 
“Store Puts Sole into United Fund’s 
Drive.” No amount of money or ad- 
vertising could have produced more 
goodwill for the store, Mr. Waldman 
said. 

People who read or heard about 
the offer continue to come in asking 
for the shoes. About 7,600 of the 
original 8,000 shoes have been 
claimed. 

The five Bargain Gusher stores, 
three in Houston, one in El Campo, 
and one in Baytown, Tex., are owned 
by C. S. Seott, who started the five- 
store chain in 1956. The stores han- 
die clothing and shoes for the entire 
family and stocks come from bank- 
ruptcies, fire stocks and liquidations. 

The stores have been collecting the 
odd shoes for two years and no one 


crutches 


OUR PRICES 
PRODUCE 


FAST SALES 
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Harry Dimmick, in charge of adver- 
tising for the stores. 

It was store owner Scott who de- 
cided on the fund-raising giveaway. 





Spur to Polish Sales 


The sales person serving you 
is a leather and shoe specialist. 
Be sure to ask him to Geescribe 
the correct shoe dressing for 

the proper care and cleaning 


0 nd AF pal te 





To make the consumer more shoe polish-con- 

scious—and sell more polish in the process— 

A. J. Bergren Co., Chicago finder, places 8!/2 

x 12!/." placards on retail shoe counters with 

the above message. The retailer's name is in- 
serted in the open space. 





Fitting Taught in Lincoln 
LINCOLN, NEB. — An eight- 
week course in how to fit and sell 
shoes is being offered this fall and 
winter by the Adult Distributive 
Education Department of the Lin- 
coln Public School System. The 
course is limited to persons already 
engaged in a retailing occupation. 


Spring Prices Stable, 
NSI Tells Consumer 


NEW YORK — Reduced hide 
prices won’t mean lower retail shoe 
prices for spring, David W. Herr- 
mann, chairman of the National 


Shoe Institute, assured the con- - 


sumer through the nation’s press. 

In his first press conference since 
his election, Mr. Herrmann said he 
didn’t expect “any change at retail 
whatsoever” in spring prices. Al- 
though prices of some hides have 
dropped to half of their July 1959 
peak, other expenses (labor, better 
materials, more styling effort) have 
risen. In addition, Mr. Herrmann 
pointed out, retail shoe prices had 
never fully reflected the higher 
hide prices of last year—and con- 
sequently, they won’t fall as hide 
prices fall. 


Production Forecast — The NSI 
chairman, who is executive vice- 
president of Melville Shoe Corp., 
said this year’s production will to- 
tal 605 to 615 million pairs (versus 
632 million in ’59), with a 3 to 5 
per cent increase in 1961. Retail 
sales this year, he said, will show 
increases of 5 to 10 per cent over 
1959. 

“TI feel confident,” Mr. Herrmann 
added, “that 1961 will be an excel- 
lent year in the shoe industry. I 
believe shoe production will show 
increases over 1960 due to growing 
recognition of style, which in itself 
will create a demand for greater 
diversity in footwear and will be 
reflected in increased production.” 


Imports Grow—But imports are 
increasing, Mr. Herrmann pointed 
out, and will » qyual about 8 per cent 
of the domestic output. He said, 
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however, that imports do not influ- 
ence the price structure of domes- 
tic footwear. 

Mr. Herrmann also discussed 
other aspects of the industry. 
Among them: 

® Industry Progress: The all- 
purpose shoe is a thing of the past. 
Shoes are being bought less and 
less for purely functional value. 
Materials, workmanship, contour 
and lasts are becoming more impor- 
tant than ever. Great technological 
advances are producing machines 
and materials that will bring better 
shoes at better prices. 


® Shoe Labeling: The industry 
continues to oppose it. It would add 
unnecessary costs and it would not 
help the consumer. It would merely 
confuse him. 


® NSI’s Objectives: The Na- 
tional Shoe Institute, as the indus- 
try’s promotional arm, is “trying to 
make available all the information 
concerning style, design and prog- 
ress in the industry, technical and 
otherwise, that will make consum- 
ers more conscious of footwear 
than they have been in the past.” 


Combining Stool and Measuring Device Speeds Selling 





In Ezy Fit Stool, measuring device is mounted 
on a pivot on aluminum face plate. The 
device turns easily for measurement of either 
foot. To shift from measuring to fitting posi- 


A STANDARD fitting device is 
incorporated as a working part of 
the fitting stool in the Ezy Fit 
Stool, manufactured by H. Henry 
& Son Manufacturing Co., Hills- 
boro, O. The stool is said to im- 
prove clerks’ efficiency and cut time 
loss due to waiting or searching 
for a fitting device. 

The patented stool is made in 
neutral tan baked enamel or chrome 


tion, the fitter snaps a catch and flips the 
complete plate, revealing wool-carpeted sur- 
face for a fitting platform. The stool is said 
to speed service. 


finishes with either child’s. or 
adult’s fitting device attached. 
Matching chairs are available. 


Bob Williams Shoes, a juvenile 
store owned and operated by At- 
lanta shoe designer Bob Williams, 
has opened at that city’s Lenox 
Square. Mr. Williams is specializ- 
ing in prescription and orthopedic 
lines. 
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e Retail Openings 


Philadelphia’s L. Sabel in Suburban Expansion 


EVEN for the retailer of basic 
shoes for problem feet, downtown 
business isn’t what it used to be. So 
the Philadelphia firm of I. Sabel, 
Inc., has opened its first suburban 
store (and second branch) and an- 
nounced plans to add another next 
summer. 

I. Sabel distributes its line of 
men’s, women’s and children’s basic 
footwear through 1,300 authorized 
dealers throughout the country, be- 
sides conducting its own retail op- 
erations in Philadelphia. The com- 
pany works closely with doctors in 
treating foot abnormalities. Shoes 
bearing the Sabel label are made to 


the company’s specifications by 
four manufacturers. 
Customers Referred — Most of 


I. Sabel’s retail customers are re- 
ferred by physicians, and street 
trade is counted relatively unim- 
portant. But President E. J. Sabel 
has found that many regular cus- 
tomers “don’t want to come down- 
town with children” (to 1207 Chest- 
nut St.) but prefer to shop in 


outlying stores. 

Two years ago the firm opened a 
branch in a busy shopping area of 
northeast Philadelphia. The newest 
store is in the huge (63 stores even- 
tually), mall-type Cheltenham 


Shopping Center, just outside the 
city’s northern limits. Taking ad- 
vantage of high-traffic locations, 
both branch stores stock standard 
infants’ and children’s shoes as 
well as the basic type for the fam- 
ily. The Cheltenham store, with a 
60 x 20-ft. selling area, has a decor 
of colonial Williamsburg, an at- 
mosphere of quiet dignity. Store 
manager is Norman Brandeis, a 15- 
year Sabel veteran. 

Six other shoe stores occupy 
space in the center: Florsheim, 
A. S. Beck, Dial, M. L. Atlas, Flagg 
3ros. and Ansonia. In addition, a 
Gimbels department store branch 
and three clothing stores—Helen 
Caro, Morville Clothes and Bond 
Clothes—carry footwear. 


Fourth Unit Set—Sidney Pols, 
company treasurer, said the fourth 
Sabel store will be in the large 
Cherry Hill Center, now being built 
in suburban New Jersey. The cen- 
ter will feature an enclosed mal] 
for all-weather convenience. 

- 7 on 

Thom McAn has added a drive-in 
unit in the Minneapolis suburb of 
Bloomington. The store, managed 
by Robert Carlson, is the third 
opened by the chain in the Twin 
Cities area in two months. 





for quick self-selection of flats and casuals, plus handbags, 
new store, its seventh 
family-type Yon den Potter's biggest suburban 


unit, in the Tri-County Shopping 





Edison Reaches 400-Unit 
Mark, Plans 50 in 1961 


ST. LOUIS— Edison Brothers 
Stores, Inc., opened its 400th store 
in mid-November, according to Roy 
Oscarson, vice-president and sales 
manager. The company operates the 
Chandler’s, Baker’s, Leed’s and- 
Burt’s chains. 

During 1960 Edison Brothers has 
opened 51 new units. The com- 
pany’s sales for the year are ex- 
pected to exceed $134 million, Mr. 
Oscarson said. This will represent 
a $10 million increase over 1959 
sales and an increase of more than 
53 per cent in volume during the 
past five years. During this period 
the number of stores in operation 
increased 51 per cent, indicating a 
volume growth rate slightly greater 
than the expansion in number of 
units. 

“This fact is of particular inter- 
est,”” Mr. Oscarson said, “consider- 
ing the great number of suburban 
units opened in shopping centers in 
cities where Edison Brothers had 
large-volume stores already in op- 
eration.” A total of 103 stores have 
been added in the last five years. 


Current plans call for the open- 
ing of some 50 additional stores 
throughout the nation in 1961. 


National Shoes, Inc., intent on its 
goal of 200 stores by early next 
year, swelled its total to 181 with 
four openings in one day and a 
fifth a week later. The new units 
are in the Lawrence Shopping Cen- 
ter, Trenton, N. J.; Towson Plaza 
Shopping Center, Baltimore; Fells- 
way Shopping Plaza, .Medford, 
Mass.; Dedham Plaza Shopping 
Center, Dedham, Mass., and Lake 
Ronkonkoma (N. Y.) Shopping Cen- 
ter, on Long Island. 


Peller & Mure, Buffalo men’s 
wear firm, is installing men’s shoe 
sections in two downtown stores. 
The company’s original store will 
nearly double its floor space by re- 
locating from 15 Court St. to the 
Walbridge Bldg., 49 Court St. The 
new store (with shoe section) will 
open about Feb. 1. Meanwhile the 
firm has been expanding its store 
in the Hotel Statler Hilton. There 
the work was scheduled for com- 
pletion by the end of November. 


Boot and Shoe Recorder 











e About Shoe People 





T. Leo Fihelly (right), retiring after 53 years 


with E. T. Wright & Co., Rockland, Mass., 

is the recipient of gifts from the company, 

fellow members of the supervisory staff, 

office employees and other groups. Present- 

ing one is Leo McCarthy, president. In recent 

years Mr. Fihelly's work was in quality control 
and product development. 


TECHNICAL CHAIRMAN: New 
chairman of the National Shoe 
Manufacturers Assn.’s_ Technical 
Committee is Nathan Stix, presi- 
dent of United States Shoe Corp. 
He succeeds the late Charles Slos- 
berg. 

© + es 

PRIZE WINNER: Max Land- 
man, who owns a family shoe store 
at 6902 13th Ave., Brooklyn, was 
awarded a transistor radio by the 
New York Boot and Shoe Trav- 
elers’ Assn. at its recent spring 
show in Garden City, L. I. His name 
was chosen from among those of 
retailers who registered. 


SALUTE TO A RETAILER: The 
board chairman of Edison Brothers 
Stores, Inc., Harry Edison, was 
honored by the shoe and allied in- 
dustries division of the American 
Jewish Committee’s Joint Defense 
Appeal at a New York luncheon. 


EXTRA-CURRICULAR: Harold 
B. Gessner, president of Oomphies, 
Inc., New York, heads the shoes di- 
vision of the New York Arthritis 
and Rheumatism Foundation fund 
drive. ... Henry H. Rand, president 
of International Shoe Co., St. Louis, 
was named Missouri chairman for 
Vanderbilt University’s $30 million 
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fund campaign. He’s a Vanderbilt 
trustee. ... A. G. Thatcher, vice- 
president of Williams Manufactur- 
ing Co., Portsmouth, O., was elected 
a trustee of the Ohio Manufactur- 
ers Assn. ... Edward I. Shaines, a 
Dover, N. H., shoe retailer, was 
elected head of the new Retail 
Board of Trade of the Dover Cham- 
ber of Commerce. 
e * oe 

NEW MANAGERS: Edward B. 
Gilbert has been promoted to head 
of the main-floor shoe department 
of E. W. Edwards & Son depart- 
ment store, Rochester, N. Y.... 
Joseph E. Barentine, formerly with 
the Freeman department in Cope- 
land’s, Columbia, S. C., has been 
named manager of the men’s de- 
partment leased by Freeman in J. 
B. White & Co., Augusta, Ga. G. W. 
Pridgen took over in Copeland’s... 
Donald Bratzel is the new store 
manager at Nobil Shoes, Ashtabula, 
O. ... Donald W. Smith, formerly 
assistant manager of Evans & 
Schwartz’ Graceland Shopping Cen- 
ter unit, Columbus, O., now man- 
ages the firm’s new store in Great 
Eastern Shopping Center. 


In Allied Fields... 


FORTY-FIVE YEARS IN TAN- 
NING: When Frank Lemp retired 
recently as general manager of the 
upper leather division of Armour 
Leather Co., at Sheboygan, Wis., the 
company devoted its annual sales 
dinner to honoring him. Some 125 
shoe manufacturing friends and 
tannery co-workers were on hand. 
Mr. Lemp is a veteran of almost 45 
years in the leather industry. He 
joined the Badger State Tanning 
Co., an Armour subsidiary, in Feb- 
ruary 1916 as a sales trainee. Al- 
though retired from his upper 
leather division post, Mr. Lemp will 
remain a consultant for the chemi- 
cal industries division of Armour. 

* a o 

FISHING AND SUNSHINE: 
After almost 30 “very interesting 
and worthwhile years” with Talon, 
Inc., Meadville, Pa., David Dibbell, 
sales manager of the company’s 
Shu-Lok Fastener division, has re- 
tired. He and Mrs. Dibbell have 
moved to Coral Gables, Fla., with 
plans to enjoy “more fishing, golf, 
swimming and sunshine.” 


e Deaths 
Joseph Kaplan Dies; 
President of Colonial 


BOSTON — Joseph Kaplan, 62, 
president of Colonial Tanning Co., 
Inc., of Boston and vice-president of 
Colonial’s affiliate, the Hartnett Tan- 
ning Co. of Ayer, Mass., died here 
Nov. 138. 

Mr. Kaplan was an executive of 
several other tanning firms. A leader 
in the industry, he had also achieved 
a national reputation as a worker 
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JOSEPH KAPLAN 


for many civic, religious, charitable 
and educational causes. 

He was a director of the Tanners’ 
Council of America, the New 
England Shoe and Leather Assn., 
the Hide Industry Advisory Board 
and the Greater Boston Chamber of 
Commerce. He was a trustee of The 
210 Associates, Inc., and had served 
as chairman of the Citizens’ Advi- 
sory Committee of the State Public 
Health Department, a member of the 
Civic Development Commission of 
Boston, and a member of the Port 
of Boston Commission Advisory 
Committee. 

His work for religious and chari- 
table causes was equally broad in 
scope. He was a hospital trustee 
and a director of a home for the 
aged, and he had served as chairman 
of the New England Regional Board 
of the Anti-Defamation League. 

Education was a major interest. 
He had been a director of the Massa- 
chusetts Council for Public Schools. 
and had sponsored scholarships for 
preparatory school graduates. 

Surviving are his widow, Lillian; 

(CONTINUED ON NEXT PAGE) 
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© Deaths 


a son, Herbert; two daughters, Mrs. 


Ilene Weinberg and Mrs. Esther 
Brondstater; two brothers, Archie 
and Kivie, who is treasurer of Colo- 
nial; and seven grandchildren. 


SAMUEL INTRATER, 65, retired 
executive vice-president of Berland 
Shoe Co., St. Louis, a Genesco sub- 
sidiary; Nov. 1, in St. Louis, of 
complications. Mr. Intrater joined 
the J. N. Adams Department Store, 
Buffalo, N. Y., as a shoe buyer in 
1919, went into business in 1922 
with seven stores under his own 
name, and seven years later merged 
his firm with Berland Shoe Co. He 
moved to St. Louis to join Berland, 
becoming executive vice-president 
in 1932. He retired last May. 


JOSEPH DeMARCO, 79, presi- 
dent of the Connecticut Footwear 
Corp., a manufacturer of slipper 
socks in Shelton, Conn., since its 
founding in 1950; Nov. 9, in Shelton. 
He was also president of the Shelton 
Hosiery Mills. 


GEORGE J. SENNHAUSER, 62, 
sales representative in Indiana, II- 
linois and Michigan for Brauer 
Bros. Shoe Co.; Oct. 28, in Chicago, 
while attending a sales convention. 


E. F. (EB) BOWERS, 62, sales 
representative for Grinnell Shoe 
Co. and formerly a salesman for 
the United States Rubber Co.; Nov. 
2, at York, Neb., while visiting a 
shoe stere. 


W. E. (GENE) MEACHUM, 49, 
owner of a chain of five H & M Shoe 
Stores in Virginia and West Vir- 
ginia; recently, in Bluefield, W. Va. 


PETER GRAIMO, 77, operator 
of a family shoe store at First Ave. 
and 160th St., New York, for 26 
years until 1940; Oct. 30, in New 
York. 


GEORGE EINSTEIN, secretary- 
treasurer of J. Einstein, Inc., shoe 
fabrics converting firm, and for 
many years in charge of sales for 
the company; Oct. 29, in New York. 


AUGUST SUTINEN, 64, operator 
of The Family Shoe Store, Calumet, 
Mich., from 1928 until illness 
forced his semi-retirement three 
years ago; recently, in Calumet. 
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ISCO Refinances $50 Million Indebtedness 


ST. LOUIS — International Shoe 
Co., the nation’s biggest footwear 
manufacturer, has borrowed $50 mil- 
lion which will enable it to re- 
tire $30 million in long-term bor- 
rowing and pay off $20 million in 
short-term borrowing. 

The new loan, from a group of 
insurance companies, carries 454 per 
cent interest and is due in 1990. It 
is the first major financing by the 
company in eight years. 

In placing $50 million in notes, 
ISCO said the investors agreed to 
buy $20 million of the new notes and 
to exchange $30 million of previously 
outstanding notes due in 1982 for an 
equal amount of new notes. 

Robert Monnig, vice-president and 
treasurer, said the new loan “will 
improve our liquidity. It will pay 


‘Inventory Retrenchment’ 


Cuts Allied Kid Co. Sales 


BOSTON—“Hand-to-mouth buy- 
ing and inventory retrenchment by 
both shoe manufacturers and shoe 
retailers” were among the reasons 
cited by Allied Kid Co. for sharply 
reduced sales volume in the quar- 
ter ended Sept. 30. 

Chairman Benjamin Simons and 
President Joseph T. McCauley also 
noted “an adverse industry-wide 
style trend in certain of our kid 
leathers” and “lower sales prices 
on cattlehide leathers made pos- 
sible by lower rawhide prices.” 

The two officials added, however, 
that “present hide and skin costs, 
low leather inventories in the 
hands of shoe manufacturers, the 
more favorable season, plus a pro- 
gram of stringent economies which 
we have instituted, should bring 
improved results for the December 
quarter.” 

Gross income in the September 
quarter amounted to $5,486,697, 
down from $7,385,602 in the same 
months of 1959. Net profit de- 
creased from $147,330 to $35,015, 
and earnings per share fell from 
80¢ to 7¢. Despite this, directors 
declared the regular 25¢ quarterly 
dividend, payable Nov. 25 to share- 
holders of record Nov. 14. 


off the $30 million long-term loan 
presently on our books and also, we 
think, completely eliminate the short- 
term borrowing which showed up in 
our midyear report and in our report 
for Nov. 30, 1959.” As of last May 
31 the company had $24,097,053 of 
“notes payable to banks,” up from 
$5 million a year before. 

The short-term borrowings were 
incurred to finance expansion in shoe 
retailing. 

The company now says it plans to 
invest $3 million to $4 million a year 
in new and expanded retail facilities. 

For the year ended Nov. 30, Inter- 
national expected sales to total $295 
million to $298 million compared 
with $283.3 million in fiscal 1959. 
Profits were expected to be up 
slightly. 


Vulcan Reports 60% Gain 


CINCINNATI — Vulcan Corp., a 
heel and last maker, reported a 60 
per cent increase in earnings per 
common share for the first three 
quarters. 

President Joseph B. Reynolds said 
profits totaled $385,279, or $1.55 per 
common share, compared with 97¢ 
per share for the same period of 
1959. The company announced a 
quarterly dividend of 20¢ plus an 
extra 15¢. 

Mr. Reynolds said Vulcan “has 
under study several revolutionary 
methods of manufacturing products 
for the shoe industry.” He did not 
elaborate. 


October Chain Sales Drag, 


Fail to Equal Gain in Units 


SHOE CHAIN sales in October 
were less than 1 per cent above the 
level of the same month last year, 
although the five reporting chains 
were operating 5 per cent more 
stores. Reports ranged from a 4.5 
per cent gain for Melville to a 5.5 
per cent decrease for Kinney. 

For the first 10 months of this 
year, the five chains showed a com- 
posite sales increase of 7.8 per cent. 
Melville was the pace-setter, with a 
gain of 10.7 per cent. 
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copper tone. 


Comfort vie: Basent Rubber for Linings, Fillers 
A FIRM rubber with a fabric 
backing is being introduced by NAFI 
Corp., Trenton, N. J., for use in 
socklinings, cushioning insole com- 
bination, bottom fillers and the like. 
The new product, called Naftex Rub- 
baflex and designed for heavy duty, 
is in addition to the company’s regu- 
lar line of foam rubber products. 


Alkali-Resistant Leather 


A LEATHER tannage called 
“Whang-Tan” has been developed 
by International Shoe Co., St. Louis, 
for use in making work shoes and 
Hy-Test safety shoes. When expos- 
ed to alkali in general rural con- 
ditions, on dairy farms and in sur- 
face water, the new leather has 
excellent resistance to detanning 
and disintegration, the company 
says. 





Oval elasto-crepe sole insert is featured in 
tailored footwear designed by Howard Fox 
of Fox Shoe Manufacturing Corp., New York. 
Insert is designed to provide a soft, springy 
cushion for the ball of the foot and reduce 
strain and fatigue. Goodyear Tire & Rubber 
Co., which makes the sole, fuses the oval 


into Neolite Flex. 





New Counter Material 
Said to Eliminate Bulge 


A NEW counter and box toe mate- 
rial by Stanbee Co., Hasbrouck 
Heights, N. J., makes it possible to 
produce cutout designs in the back 
part of the shoe with no loss to the 
shape or support of the counter. 

Stanbee officials say the new coun- 
ter, called RX, has produced a back- 
part with no counter bulge or shad- 
ows, and toplines with “incredible 
memory.” In addition the heel seat 
has been greatly reduced, allowing 
for slimmer heels and better fit. 

RX is a permanent-setting, water- 
base activated material. 


New Last in Slipper Line 


A NEW “Keen Toe” last in the 
Bucklette style of slipper for women 
has been introduced by Culver Man- 
ufacturing Co., Inc., a division of 
Footwear Corp., Erin, Tenn. The 
functional self-covered buckle pro- 
vides flexibility in fitting and, as a 
result, the store need carry only one 
width in stock to fit narrow, medium 
and wide feet. 

Since the style lends itself to taller 
women, the Bucklette is made in sizes 
4 to 13. It is offered in gold, mint 
green, silver, white, pastel pink and 
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MORE PROFITABLE SALES! with 











NEW FRANCHISE PLAN 


You win on every count with the Allen-Edmonds New Fran- 
chise Plan! It gives you more to sell — more to sell with — 
bigger repeat sales — in a plan designed with your sales and 
profits in mind! Check this profit-making Franchise Plan now 
with your Allen-Edmonds representatives — or write direct for 
all the salewinning details! 


“Profit Extras” For You — With ALLEN EDMONDS’ 


1. EXCLUSIVE CONSTRUCTION FEATURES ... the greatest array of 
fine-shoe features you can sell! 





COMFORT GUARANTEE ... only Allen-Edmonds puts it in writing 
— money-back assurance of foot comfort! 


FAST IN-STOCK SERVICE ... reduces your inventory problems, in- 
creases sales opportunities! 


FASHION-RIGHT STYLING...timeless good looks -— one more 
reason why every man deserves a pair of Allen-Edmonds! 


ga 8 ® N 


» STEADY DEMAND... most men who try Allen-Edmonds once wind 
up wearing them always — for bigger repeat sales! 


ALLEN-EDMONDS /Belgium, Wisconsin 


Ever notice how many leather experts wear Allen-Edmonds? 
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St. Louis Producers Report: 


Triple Needle Wood Supply Is Low 


ST. LOUIS Production of 
spring footwear has not stabilized 
at a high level for St. Louis pro- 
ducers. Substantial orders have 
come from some sections of the 
country, sketchy orders from other 
areas. 

Generally speaking, plants could 
be busier, with a firmer schedule of 
cutting ahead. Best reports come 
from juvenile makers, who continue 
to show gains. Women’s business 
is the most spotty category, with 
women’s casuals and sports pairs 
faring better than dressy shoes. 
Triple needle wood is in very short 
supply. Local last makers say, “We 
are doing the best we can,” filling 
orders in the order received, but 


New England Makers 
Report Order Backlog 


BOSTON—Even before the Popu- 
lar Price Show opened in New York 
on November 27, several New En- 
gland manufacturers of women’s 
shoes found themselves with back- 
logs considerably larger than they 
had been earlier in the month. 

While no one referred to it as a 
buying splurge, it was obvious that 
some retailers at least, even though 
their business has been off, had de- 
cided to ignore their larger-than- 
normal inventories and make sure of 
having new shoes for Easter selling. 

One manufacturer of women’s 
casuals reported that his backlog 
was such that he could not accept 
new business for delivery earlier 
than March 10. Another, making a 
line of dress shoes, said he was sold 
up to the first week in February. 

A second segment of the industry 
in the northeast, manufacturers sell- 
ing almost exclusively to chains and 
mail order houses, have of course 
been busy for a month or more. 

A third class, however, compris- 
ing companies making low-priced 
semi-staples and women’s novelties, 
continues to report spotty condi- 
tions with considerably smaller back- 
logs. 
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“everyone requests immediate ship- 
ment and we just can’t do it.” 


Reorder Pace Picks Up — Wo- 
men’s reorder pace picked up con- 
siderably during the past two 
weeks, indicating a stepped-up re- 
tail pace in several areas of the 
country. Firms are watching pre- 
holiday selling reports, as they fil- 
ter in from retail outlets, with the 
feeling that sales of holiday and 
very early spring patterns may give 
a clue as to how actual spring sales 
will shape up. Shoemen in the pro- 
duction end are eyeing lines of new 
fall leathers presented at early, 
early sneak previews for St. Louis 
companies. 

Manufacturers are voicing two 
opinions on how the outcome of the 
presidential election will affect the 
shoe business. One group—the eco- 
nomics minded—says that inflation 
appears possible and probable; that 
minimum wages could easily go 
higher; that family purchasing 
power may be spurred; that shoes 
may sell in greater volume, that 
profit margins may be narrowed 
and that labor and materials costs 
could force producers to put in- 
creased price tags on their finished 
shoes. 


Fashionable First Lady — The 
other group of producers—the mar- 
keting minded—says that the new 
First Lady is the finest thing that 
style and fashion people have add- 
ed to their equation in the past 25 
years; that the United States wo- 
men are in for a new awareness of 
fashion, even in popular price lev- 
els, and that the urge to emulate 
and copy will be reborn in women 
of all ages. 

Mrs. John Kennedy possesses 
that most enviable feminine accom- 
plishment — an understanding of 
fashion. Her stay in the White 
House will sell fashion, and with it, 
shoes. Merchandise-minded St. 
Louis manufacturers face the next 
four years with new enthusiasm 
and tremendous interest in the pro- 
motion of fashion shoes. 


Milwaukee Plants Note 
Advance Order Lag 


MILWAUKEE — Advance orders 
for spring shoes have failed to hit 
manufacturers’ anticipated totals. 
With few exceptions, men’s footwear 
producers note that the spotty char- 
acter of spring ordering is causing 
some concern. 

The picture is not gloomy. Plants 
are working at capacity to build 
stocks for the year-end demand and 
to fill size-up orders. 

A combination of mild weather 
and sluggish economic conditions in 
some sections of the country is hold- 
ing back dealer ordering, most plant 
executives agree. A break in the 
weather, they feel, could spark a re- 
surgence of retail action. 

Factory men predict that this 
year quite a few laggard dealers may 
find themselves shy of saleable stock 
during the holiday rush. Too many, 
they report, are operating on lean 
inventories, blithely expecting sup- 
pliers to come through with ship- 
ments when the sudden demand ap- 
pears. 

Children’s shoe producers con- 
tinue to report excellent business. 


Recent Orders Strengthen 


California Shoe Business 


LOS ANGELES — Business is 
strengthening in Southern Califor- 
nia. Manufacturers report increased 
activity and the recent Spring Mar- 
ket Week was definitely a buying 
show. 

Retailers didn’t go overboard but 
did order in solid conservative fash- 
ion. 

Local producers of rainwear boots 
and vinyl overshoes are doing a land- 
office business, with lots of reorders 
from local shops. The rainy season 
started early here this year. 

The weather also stimulated sales 
and reorders for winter dress styles. 
Reorders call for dark pumps, closed 
toes and varied heel interest. Cut- 
outs appear only in small numbers 
on the order lists and open-toed, 
open-heeled shoes are wanted only 
by the shops that have éstablished 
themselves as specialists in this styl- 
ing. 
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Imports Will Rise in 61 Along with Production: NSMA 


NEW YORK—Sharply increasing 
imports will accompany’ greater 
domestic production in 1961, the 
National Shoe Manufacturers Assn. 
predicts. 

In the case of rubber-canvas foot- 
wear, however, NSMA foresees 
lower production in the face of 
rising imports. Here is the fore- 
cast: 

Domestic Output, Leather Shoes: 
Iver M. Olson, NSMA’s director of 
marketing and research, repeated 
his National Shoe Fair prediction 
that 1961 output of leather and 
leather - substitute footwear will 
reach 640 million pairs. This would 
be an increase of 4 per cent over 
his 615-million-pair estimate for 
1960. 

Estimated wholesale value of the 
1961 pairage would be $2.42 billion, 
up from a projected $2.32 billion 
this year. 

Domestic Output, Rubber-Can- 
vas: Mr. Olson estimates this 
year’s production of rubber-canvas 
footwear at 70 million pairs with 
a value of $140 million. For 1961, 
however, he anticipates a 14 per 
cent reduction in both pairage and 
dollar volume—to 60 million pairs 
with a value of $120 million. 





New President of LIA 





Benjamin F. Dennie, who was elected presi- 
dent of Leather Industries of America, pro- 
motion arm of the U. S. and Canadian 
tanning industry. He is also president of 
Wood & Hyde Leather Co., Gloversville, 
N. Y. Renamed chairman of LIA's executive 
committee was John J. States, general sales 
manager of the A. C. Lawrence Leather Co. 
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Imports: According to the NSMA 
estimate, imports of leather and 
leather-substitute footwear in 1961 
will reach 37 million pairs, a 32 per 
cent increase over imports of 28 
million pairs estimated for this 
year. Likewise, dollar value of 
these shoes would climb by 32 per 
cent from $56 million to $74 mil- 
lion. 

Meanwhile, imports of rubber- 
canvas footwear are expected to in- 
crease by 67 per cent in pairage 
and 71 per cent in value. For 1960 
NSMA estimates the total at 30 
million pairs with a value of $35 
million. For next year the organi- 
zation anticipated imports of 50 
million pairs with a value of $60 
million. 


Output Plus Imports: Combina- 
ing estimated production with ex- 
pected imports, NSMA’s Iver Olson 
calculates a total of 677 million 
pairs of leather and leather-substi- 


Five LIA Promotions 


NEW YORK — Five spring pro- 
motions covering men’s, women’s 
and children’s leather shoes are 
planned by Leather Industries of 
America. In each promotion, re- 
tailers will receive free merchan- 
dising material either directly from 
LIA or through participating man- 
ufacturers. 

The five campaigns will link LIA 
advertising, manufacturers’ adver- 
tising, retailer advertising, in-store 
promotions and publicity to a com- 
mon, pinpointed theme. Here are 
the five: 

© Women’s Shoes: “Leather 
Makes Four Great Fashion Points 
for Spring” will headline an LIA 
color spread in the February Har- 
per’s Bazaar, kicking off the indus- 
try’s spring selling push. The ad, 
leading off all shoe ads and edi- 
torial material, will dramatize the 
pointed-toe silhouette in four new 
leather textures and spring colors. 

® Children’s Shoes: A double- 
page LIA spread in the March 
issue of Parents’ Magazine will be 
headlined “Two of the Most Moving 
Reasons Why Mothers Insist on 


tute footwear for 1961. This would 
be a 5 per cent increase over the 
643 million pairs estimated for this 
year. Dollar volume would be $2.49 
billion, an increase of 5 per cent 
over the $2.38 billion for this year. 

Rubber-canvas shoe production, 
together with imports in the same 
category, would total 110 million 
pairs for 1961, an increase of 10 
per cent over the estimated 100 
million pairs for 1960. Dollar 
volume would rise 3 per cent from 
$175 million to $180 million. 


Grand Total: Combined produc- 
tion and imports for both leather 
and leather-substitute footwear 
and rubber-canvas footwear are es- 
timated at 787 million pairs for 
1961, with a wholesale value of 
$2.68 billion. This would be a 6 
per cent gain in pairage and a 5 
per cent gain in volume over the 
743 million pairs and $2.55 billion 
volume estimated for 1960. 


to Spur Spring Sales 


Leather Shoes.” The ad will list 
participating brands, and the mag- 
azine’s editorial content, in color, 
will include shoes of manufacturers 
tying in. 

@ Men’s Shoes: In the May issue 
of Esquire, a double-page color ad 
by LIA will proclaim “Spring- 
weight Leathers Give You Light- 
ness, Comfort, Fashion.” Trim, slim 
casuals, slipons and dress shoes 
will be pictured. Participating man- 
ufacturers will be listed. 

® Father’s Day: LIA’s fourth 
annual “Give a Shoe as a Gift” 
promotion will be sparked by a 
four-color ad in the June issue of 
Holiday. In past years similar LIA 
promotions were credited with in- 
creasing gift shoe sales by 22 to 26 
per cent. 

® Men’s Gift Shoes, Canada: 
Plans call for promoting sales of 
men’s gift shoes in Canada by run- 
ning the same (Holiday) ad in two 
Canadian magazines, Maclean’s and 
Chatelaine. 

According to Leather Industries, 
all the promotions will be backed 
by a “publicity campaign in depth.” 
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Final ’59 Count: 638 Million Pairs 


WASHINGTON, D. C.—Shoe and 
slipper production in 1959 was 
slightly larger than originally in- 
dicated, and consequently this 
year’s decline will be even greater 
than was supposed. 

From an estimated 632.1 million 
pairs, the U. S. Census Bureau has 
revised its 1959 calculation to 638.2 
million pairs. The new total is 9 
per cent above 1958 output of 587.1 
million pairs. 

Production of women’s dress, 
work and play shoes increased by 
8 per cent last year. Men’s dress 
shoe output was up 9 per cent. 


$3.67 Per Pair—Factory ship- 
ments in 1959 amounted to 637.7 
million pairs valued at $2.34 bil- 
lion. Average value per pair was 
$3.67. In 1958 shipments totaled 
589.1 million pairs with a combined 
value of $2.09 billion and an aver- 
age value per pair of $3.55. 

According to the government, the 
data included in the new report 
represent the operations of all 


VUillour Sekt... 
DEERELK 


known producers of shoes and slip- 
pers who use conventional shoe 
machinery. The Census Bureau’s 
monthly reports of footwear output 
are based on a smaller sample, and 
the differences between the monthly 
estimates and the complete canvass 
result from sampling fluctuations. 

(The Tanners’ Council of Amer- 
ica, however, questioned the revised 
figures, saying “they are not con- 
sistent with previous totals” and 
may contain errors. TCA has asked 
the government to recheck its 
totals.) 


Leather vs. Non-Leather — Re- 
vealed in the annual accounting 
was a breakdown of 1959 output by 
type of upper and type of outsole. 
Last year 76 per cent of all shoes 
manufactured had all-leather up- 
pers; 6 per cent, part-leather, and 
18 per cent, non-leather. The year 
before, 75 per cent had all-leather 
uppers; 6 per cent, part-leather, and 
19 per cent, non-leather. 


In 1959, 30 per cent of produc- 


[UAL 
QUALITY 





Leather perfect for Men’s and 
Women’s lined and unlined 
casuals . . . DEERELK for 
shoes showing the natural un- 
finished look. 

A pussy-willow soft tannage 
of genuine, selected top-grain 
cowhide . . . grease, soil and 
stain-resistant, too. 


Send for swatches and prices 





* A new member of FLYNNTAN's family of fine leathers. 


76 











Shoes and Slippers, 
except Rubber: 
Production by Category 


(thousands of pairs) 


1959 1958 
TOTAL: 55... .eceeves 638,201 587,115 
Shoes, sandals and play shoes, 
ie ks bm seeneeeee. 945,079 504,536 . 
Men’s, other than work....... 83,269 = 76,724 
RR eee 27,297 24,641 
Youths’ and boys’.......... 26,145 23,698 
Women’s dress and work... . 195,000 178,620 
Women’s play shoes and play 
“Sar a aes 98,500 92,078 
| TR a ae . 42,913 40,132 
Coens. 2. le... SR. ee 
Infants’ and babies’......... 37,793 36,160 
Athletic shoes................ 7,694 5,879 
Slippers for housewear, total... 78,649 70,572 
Men’s, youths’, boys’... .... 16,582 15,405 
Women’s, misses’, children’s, 
infants’ and babies’, total.. 62,067 55,167 
6,779 6,128 


All other footwear............ 


Source: U. S. Bureau of the Census. 


tion had leather outsoles, compared 
with 31 per cent the previous year. 

New England in 1959 continued 
to account for one-third of the na- 
tion’s total shoe output. Some 214.8 
million pairs were manufactured 
there, including 102.5 million pairs 
in Massachusetts. 


shoe trees... 
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13 Shoe Fabric Firms 
To Exhibit Dec. 11-13 


NEW YORK — Members of the 
National Shoe Fabric Assn. will 
show fabric fashions for fall and 
winter 1961 at the Hotel New 
Yorker, Sunday, Dec. 11, to Tues- 
day, Dec. 13. 

Exhibitors are: Bay State Fab- 
rics, Inec., rooms 629-630; A. S. 
Burg Co., 611-612-614-615; Gilbert 
Freeman, Inc., 518-519-522-523; 
Gitterman & Co., 624-625; G. 
Hirsch Sons, Inc., 527-528. 


International Fabric Corp., 511- | 
Inc., | 


512-514-515; Kranz-Nectow, 
525-526; Majestic Fabrics, Inc., 
540-541-542-543; Oriental Fabrics, 
Inc., 601-602-652-653. 


Charles I. Rockmore, Inc., 627- | 
628; Shain & Co., Inc., 640-641-642- | 
643; Alfred Vamos, Inc., 529-530; | 


Windram Manufacturing Co., 524. 


‘Moderns’ Promotion Set 


By Freeman for Spring 


BELOIT, WIS.—The importance 
of tasteful, modern dress from head 
to toes, including the proper shoe 
for each occasion, will be stressed 
to men in Freeman Shoe Corp.’s 
spring and summer promotion cam- 
paign. 

Theme of the promotion is “Key 
Moderns.” Advertising copy will 
stress the idea that Freeman’s 
“Key Moderns” line is designed for 
the man who “looks modern” from 


head to foot. Prominent in the ads | 


will be the slogan “Always wear an 
appropriate pair... Freeman”’— 


spiee oes 


Contemporary sculpture in simulated stone 
with ebony base—one of Freeman's display 
fixtures for “Key Moderns" line—forms a 
background for new Big Tack Stitch style. 
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with the objective of selling the 
male customer on a shoe wardrobe. 

Freeman’s director of marketing, 
H. F. Pfister, Jr., said the company 
plans a greatly expanded advertis- 
ing program for the spring and 
summer seasons. Between mid- 
March and May, ads will appear in 
the Saturday Evening Post, Time, 
Sports Illustrated, Holiday and 
Gentlemen’s Quarterly. 

To permit retailers to tie in with 
the “Key Moderns” theme, Freeman 
will supply newspaper mats, radio 


— 


and television copy, stuffers, self- 
mailers, window cards and _ spe- 
cially prepared display fixtures. 


$1 Million Contract to ISCO 


WASHINGTON, D. C.—The De- 
partment of the Army announced 
awarding of a $1,062,000 contract to 
International Shoe Co. for 200,000 
pairs of men’s black oxfords. The 
work will be done at Hannibal. Mo 
The Military Clothing and Textile 
Supply Agency made the award. 








SOMETHING NEW! 


We are introducing— 
our NEW cellular rubber 


coated to fabrics—known as 


NAFTEX RUBBAFLEX 


An entirely new product for 
* Sock Linings 


* Cushioning insole combinations 
* Bottom fillers, etc. 


Developed with the shoe industry in 
mind and shown for the first time at 


ALLIED PRODUCTS SHOW 


TRADE SHOW BUILDING 


Rooms 548-549 


Saturday, December 10, through Tuesday, December 13, 1960 


Also on display our regular line of 
"AIRLIFT" foam rubber and jute products 


NAFTEX RUBBAFLEX 


is another fine product of NAFI 


NAFI Corporation, TRENTON, N. J. 
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Producers, Supplier Meet to Swap Ideas 








pe SR ae 


Attending Compo Shoe Industry Advisory Committee meeting are (seated, left to right) 


Louis Kleven, T. R. Volenetz, John R. DeWitt and B. Everett Gray, and (standing, from 
left) D. M. Lamb, S. O. Ames, Alfred G. Nelson, R. J. Carey, George J. Schwartz, James F. 


Long, James B. O'Brien, Fred A. Prahl, 


WALTHAM, MASS.—Shoe man- 
ufacturing executives and one of 
their major suppliers engaged in a 
detailed discussion of new trends 
in production methods, materials 
and equipment at a meeting here 
last month. 

It was the first session of the 
Compo Shoe Industry Advisory 
Committee, formed at the sugges- 
tion of the National Shoe Manufac- 
turers Assn. to promote exchange 
of ideas. On one hand the commit- 
tee provides Compo Shoe Machin- 
ery Corp. with a picture of the 
manufacturers’ needs and how 
Compo might fill them. On the 
other it gives manufacturers a 
chance to review and evaluate 
Compo’s chemical and mechanical 
research and development, both 
present and planned. 

The next meeting, tentatively 
planned as a two-day affair, will 
be held early in April. 

Manufacturing members of the com- 
mittee are John R. DeWitt, manufac- 
turing vice-president, J. F. McElwain 
Co.; Louis Kleven, president, Klev-Bro 
Shoe Manufacturing Co.; T. R. Vol- 
enetz, director of manufacturing, Brown 
Shoe Co., and B. Everett Gray, research 
department manager, International 
Shoe Co. 

Representing Compo at the meeting 
were George J. Schwartz, president; 
Alfred G. Nelson, vice-president; Wil- 
liam Solar, vice-president-sales; Fred 
A. Prahl, Jr., vice-president-research; 
D. M. Lamb, vice-president-chemical di- 
vision; James F. Long, general sales 
manager; E. O. Peterson, chief engi- 
neer; S. O. Ames, director of chemical 
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Jr., E. O. Peterson and William Solar. 


development; R. J. Carey, adhesive spe- 
cialist, and J. B. O’Brien, in charge of 
shoemaking. 


Officers, Directors Named 


By Central Penna. Group 


READING, PA.—Robert S. Flem- 
ing of Waynesboro Shoe Manufac- 
turing Co. was elected president of 
the Central Pennsylvania Shoe and 
Leather Assn. at its annual banquet 
here. 

Other officers are: first vice-presi- 
dent, John T. Badorf, Badorf Shoe 
Co.; second vice-president, George F. 
Peterson, manufacturer’s agent; and 
secretary-treasurer, Richard P. Cur- 
tis, Curtis-Stephens-Embry Co. 

Directors elected to serve three 
years are: James E. Campbell and 
Robert Devine, manufacturer’s 
agents; Frederick W. Lutz, Eby 
Shoe Co.; Edwin D. Merrion, Eph- 
rata Shoe Co.; Mr. Peterson, and 
Thomas F. Reider, Reider Shoe 
Manufacturing Co. 


N. Y. Workers Get Raise 


NEW YORK — Five thousand 
shoe production workers in the 
New York metropolitan area re- 
ceived an immediate 5¢-an-hour 
wage increase, with another 3¢ due 
next Nov. 1, under a new two-year 
contract. The pact was ratified by 
the membership of Joint Council 
13 of the United Shoe Workers f 
America. Minimum wage was 
raised from $1.20 to $1.25 an hour. 





Phyllis Shoe Divides 


Line into Five Groups 


LOWELL, MASS.—The Phyllis 
Shoe Co., in-stock manufacturer of a 
broad line of popular price shoes 
for women, teenagers, misses and 
children, has revolutionized its 
marketing and merchandising pro- 
gram by abandoning the all-inclu- 
sive trade name Phyllis and divid- 
ing its line into five groups. Each 
has its own brand name. 

The new Phyllis Deluxe line will 
include staple sports types, walk- 
ing heels, wedges and _ larger 
widths. Nurse-Mates is the name 
adopted for the company’s line of 
whites designed for the women-in- 
white market. Cupids, for the teen 
market, will feature dress heels, 
little heels, dress flats and casual 
flats. 

Tru-Mocs, moccasin types also 
for the teen market, will be made 
by the ultra-flexible Tru-Moc con- 
struction. And Young Cupids, for- 
merly carrying the name of Phyl- 
Flex Juniors, are children’s and 
misses’ cement and welt types. 

Robert Fenn, sales manager, 
called the program a realistic ap- 
proach to the company’s selling 
problems. 

“We discovered,” he said, “that 
within our broad line we actually 
had a number of individual lines 
each with its own buying public 
and with built-in appeals to satisfy 
the needs of that public. Selling, 
merchandising and promotion must 
therefore also be different in na- 
ture.” 


‘210° Annual Banquet Set 


For December 7 in Boston 

BOSTON—More than 600 mem- 
bers of The 210 Associates, Inc., are 
expected to attend the industry 
philanthropic foundation’s 21st an- 
nual dinner meeting Wednesday 
evening, Dec. 7, in the Statler Hilton 
Hotel’s grand ballroom in Boston. 
Featured speaker will be Peter Don- 
ald, celebrated storyteller and a stage 
and TV entertainer. 

New officers, directors and trustees 
for 1961 will be chosen. Saul L. Katz, 
nominating committee chairman, 
said the slate adopted is headed by 
Wendell R. Bauckman, Griess-Pfleger 
Tanning Co., nominee for president. 
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P. Hagerty Names New 
President, Other Officers 


WASHINGTON COURT HOUSE, 
O.—John Hagerty has been elected 
president of P. Hagerty Co., maker 
of popular price women’s comfort 
casual and style shoes, in a realign- 
ment of management. He moves up 
from secretary-treasurer to succeed 
his father, Stanley, who died last 
year. 

Dr. Robert Hagerty was elected 
vice-president. He succeeds Harris 
Willis, who left the company. Join- 
ing the firm as secretary-treasurer 
is Harold L. Henry, president of 
H. Henry & Son Manufacturing 
Co., Hillsboro, O. He is the manu- 
facturer of the Ezy Fit stool. 

Dewey Toops, lasting room fore- 
man and a veteran of 43 years with 
the firm, has been promoted to 
plant superintendent. 


® Ripple Sole Corp. of Detroit was 
granted a new French patent, ef- 
fective for 20 years, covering a 
resilient sole and wedge construc- 
tion, according to Morton Hack, 
executive vice-president. 


Navy Standards Simplify Judging of Leather 


PHILADELPHIA— Leather ex- 
perts don’t necessarily have to be 
“experts,” according to Milton Bail- 
ey, who supervises footwear devel- 
opment for the U. S. Navy Clothing 
and Textile Research Office. 

Mr. Bailey told the Delaware Val- 
ley Tanners’ Club that the Navy has 
established measurable standards for 
leather, especially cut leather parts, 
which make it possible for non- 
technical persons responsible for the 
use of the leather to make decisions 
comparable to those of veteran serv- 
ice leather experts. 

Mr. Bailey, the creator of the new 
methods for judging leather, also 
developed water-resistant fleet shoes, 
the hot dip butyl impregnation proc- 
ess for sole leather, the universal 
leather tester, the leather grainom- 
eter and a washable fur tannage. 

The judgments of “leather ex- 
perts” are inconsistent, claims Mr. 
Bailey. He said the experts are in- 
fluenced by the tanning firm from 
which they are hired and even by 
their mood on the day they’re judg- 
ing the leather. 
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The Navy secured from 75 tanners 
and shoe manufacturers samples of 
leather with obvious defects and 
borderline defects. Samples of good- 
quality leather were also secured. 
Using these the Navy established 
certain “quality control” standards 
that designate major and minor de- 
fects which can be measured without 
reliance on a backlog of experience. 
In most cases a ruler is all that’s 
needed. 


Higher Hourly Minimum 


For Island Shoe Workers 


WASHINGTON, D. C.—The gov- 
ernment has increased the minimum 
hourly wage for shoe workers in 
Puerto Rico from 59¢ to 66¢, effec- 
tive Nov. 26. 

The higher rate was recommended 
by a tripartite committee consisting 
of industry, union, and public repre- 
sentatives. The U. S. Department 
of Labor is authorized to set hourly 
minimums in Puerto Rico at levels 
below those prevailing on the main- 
land. 





as 
CUSTOMERS 
The best friend a shoe man ever 
had is that loyal and devoted “re- 
peat” customer. You don’t lure him 
with price, style, or gimmick shoes. 
He’s yours, for always, because you 
and you alone give him the comfort, 
the support, the fit, that’s only 

possible with a feature line. 






















Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers. Here’s a 
complete line for men, wom- 
en and children, with not 
one, but many feature ad- 
vantages. Once a Foot-So- 
Port customer . . . always 
a Foot-So-Port customer. 
He’s yours for the ask- 
ing. For shoe fitters in- 
terested in building 
prestige and profit. 
Write... 


$o12 
TAN LUXOR CALF 


FOOT s° PORT 


SHOES 
FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 
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makes 
the best 
of your 
shoes 


eeeveeeeeeoeoeooeoeoeeoseeeeeeeee 


Wherever — however you use fibre board, meet 
your needs with the specialized products of 
National Shoe Board Conference members. 


SOHSHSSSSSSSSSSSSSSSSSSSSHSEVEOSE 


MAINTAIN YOUR QUALITY STANDARDS WITH NSB 
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Salesmen ¢ Suppliers 





Tingley Breaks Ground for Big New Plant 


r 
- 





William McCollum, board chairman of Tingley Rubber Corp., turns the first spadeful of 

earth at new plant site as (left to right) Robert Barratt, representing South Plainfield, 

N. J., Industrial Commission; William Rand, president of Tingley; Mayor Robert Baldwin of 

South Plainfield; David Armstrong, secretary of the company, and Frank LeCompte, director 
of engineering, watch. The new plant will take the place of three smaller ones. 


are now conducted at three sites in 
Rahway. 
The company is a top producer of 
one-piece molded rubber footwear. 
Board Chairman William McCol- 
lum said the new plant will result in 


RAHWAY, N. J.—Tingley Rub- 
ber Corp. has broken ground for its 
155,000-sq.-ft., ultra-modern new 
plant in South Plainfield, N. J. The 
plant will enable the firm to combine 
under one roof the operations that 





Randolph Officials, Salesmen Meet to View 1961 Line 





<j and 
Hilton Hotel, Boston, for second annual Randy sales conference. A highlight of the con- 
ference was a showing of the company's 196! line of quality canvas footwear. Standing, left 
to right, are: Clifford Christenson, John Van Doren, Jay Greene; Edwin Shane, vice-president; 
Alvin Plakter; Joseph Weinstein, director of sales; Harry Wood, vice-president; Robert 
Cohen, president; Julian Weinstein, vice-president; William Stamm and Paul Van Doren. 
Seated, left to right, are: Milton Joffe, Mike Guarino (hidden behind Mr. Joffe), Ernest 
Adler, Herman Meyer, Gordon Roberts and A. D. Aulls. 


tives of Randolph Manufacturing Co., Randolph, Mass., gather at Statler 








better service to customers with the 
company’s present lines and new 
items now being developed. 


Plywood Stacked Heels, 


Carved Wedges by Wilner 


NORWAY, ME.— Wilner Wood 
Products Co. has introduced two 
additions to its lines of heels: lam- 
inated plywood stacked heels and 
feather pine carved wedges. Both 
innovations were well received at 
the Chicago National Shoe Fair. 

According to company spokes- 
men, extensive tests have proved 
the stacked heels to be stronger, 
more workable and less expensive 
than leather board heels. They can 
be made with two or three-tone ef- 
fects and can be made the color of 
any shoe upper. 

The new feather pine carved 
wedges will be lacquered and burn- 
ished in many special designs and 
effects. The company continues to 
make the famous slimline feather 
pine wedges and demi-wedges. 


Colonial Black Patent Split 


Called Durable, Flexible 


BOSTON Colonial Tanning 
Co.’s new black Polar Patent, de- 
scribed as a high-quality patent 
leather split, has moved into full 
production after months of re- 
search. 


According to the company, Polar 
Patent has a tough, durable finish, 
“meets critical shoemaking re- 
quirements,” and combines its 
durability with flexibility, and 
lightness with strength. In addi- 
tion, it is said to resist cracking 
and to maintain extreme flexibility 
even at low temperatures. <A 
“clean” piece of leather, it cuts 
well and gives high yield. 

Polar Patent is available in a 
“grained” finish and in a “mirror” 
finish which is said to offer great 
depth and gloss. 


© Ripon Knitting Works, casual 
footwear manufacturer, has moved 
its New York sales division to 385 
Fifth Ave. Company officials said 
the new office, which Ripon shares 
with an exporting firm, affords more 
space for shoe display and sales 
activities. The office remains under 
the direction of Alvin S. Wylie. 


Boot and Shoe Recorder 











Salesmen on the Road 








Southwestern Group Elects 


Cecil R. Ballard of Dallas was 
elected president of the Southwest- 
ern Shoe Travelers Assn. at the an- 
nual meeting in the Adolphus Hotel 
preceding the Dallas Spring Shoe 
Fair. Mr. Ballard, who represents 
Connolly Shoe Co., succeeds Robert 
T. Atkinson of Valentine Shoe, 
who remains a director for another 
year. 

J. C. May, who represents Casual 
Craft Footwear and Bressan Im- 
port Co., was elected vice-presi- 
dent, and W. A. (Red) Doyle, of 
Howard & Foster, was named trea- 
surer. Paul B. Schroeder continues 
as secretary-manager. 

New two-year directors are Frank 
W. Trammell, Penobscot Shoe, who 
served as convention committee 
chairman during the past year; 
Max Abramson, Wolff Shoe Manu- 
facturing, and J. Lewis Williams, 
House of Crosby Square. One-year 
carryover directors, in addition to 
Mr. Atkinson, are Sam _ Kessler, 
Dori Shoe; Jack M. Laster, Stetson 
Shoe, and A. D. McCoy, Nunn-Bush. 

The association meeting was the 
best-attended one in years. The 
travelers rescinded the balloting 
rules and voted that at their next 
annual meeting in November 1961, 
candidates for office will be nomi- 
nated from the floor. In the past 
the board of directors has chosen 
a ballot of candidates which was 
mailed to each of the members. 
There are more than 750 members 
on the association’s roster. 


Maniace Heads Ohio 


A. T. (Tony) Maniace, who trav- 
els for Friedman-Shelby, was 
elected president of the Ohio Shoe 
Travelers Club after serving as 
show chairman for 1960. 

Herb Burgnon of Georgia Shoe 
Manufacturing Co. was named first 
vice-president, and Tom Heath of 
Little Falls Felt Shoe Co. was 
chosen second vice-president. O. W. 
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Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Cole. 
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New officers of the Southwestern Shoe Travelers Assn. are (front row, from left) Cecil 

R. Ballard, president, and Paul B. Schroeder, secretary-manager, and (back row, from left) 

Frank W. Trammell and Jack M. Laster, directors; J. C. May, vice-president; A. D. McCoy 

and J. Lewis Williams, directors, and Robert T. Arkinson, director and outgoing president. 
Not shown are W. A. (Red) Doyle, treasurer, and Max Abramson, director. 


(Bud) Minor, who sells for Brauer 
Bros., is secretary-treasurer. Mr. 
Burgnon will serve as chairman of 
the 1961 shows. 


Mid-Continent Picks Neil 


E. H. Neil, a Brown Shoe Co. rep- 
resentative, is the new president of 
the Mid-Continent Shoe Travelers 
Assn. He succeeds Everett Nelson 
of Jarman. Bob Trussell of Graham- 
Brown was named vice-president; 
Mrs. Norton Thompson was _ re- 
elected treasurer, and Eugene J. 
Eichhorn was re-elected to his per- 
ennial position as secretary. 


Indiana Officers Retained 


Clyde Willian of American Girl 
Shoe Co., was re-elected president 
of the Indiana Shoe Travelers’ 
Assn., Inc., during the Indianapolis 
show. Robert McWhorter of Ger- 
win Shoe Co. was retained as vice 
president and Jack Boyd of Endi- 
cott Johnson as secretary. 


Pennsylvania Re-Elects 


Sumner Goodwin, a_ representa- 
tive of Sandler of Boston, was re- 
elected president of the Pennsylva- 


nia Shoe Travelers’ Assn., Inc., at 
a pre-show meeting. Jerry Schwartz 
of American Juniors was re-elected 
vice-president. Board chairman is 
Milton Lewinter of B G S Shoe 
Corp. 

Joseph Harris is executive secre- 
tary-treasurer. 


Sackett Heads MASTA 


Eugene Sackett, who represents 
Joseph M. Herman Shoe Co., was 
elected president of the Middle 
Atlantic Shoe Travelers’ Assn., at 
their annual meeting in Philadel- 
phia. Ted Lee, Little Yankees, was 
named vice-president, and Martin 
Stein, Adams Bros., was chosen as 
secretary-treasurer. 


Party an Annual Event? 

SO SUCCESSFUL was the recent 
Golden Anniversary Party of the 
NSTA at the Conrad Hilton Hotel 
in Chicago that Edmund J. Trench, 
secretary and managing director of 
the association, has had numerous 
requests in the weeks since then 
to make the party an annual event. 
“Wonderful idea!” say many trav- 
elers who attended the affair. 








Personnel 











ROLAND G. HAMLIN 
Eastern Director 


EDGAR GREVE 
Joins Nettleton 


Appointed... 


Sanford Sacks, president of 
I. Miller & Sons, Inc., New York. 
He succeeds Edward Russell, who 
resigned in April. 

Roland G. Hamlin, eastern re- 
gional director of Endicott Johnson 
Corp., Endicott, N. Y. He will be 
responsible for sales to indepen- 
dents throughout the Northeast. 

Edgar Greve, sales representa- 
tive for A. E. Nettleton Co., Syra- 
cuse, N. Y., traveling Ohio, western 
Pennsylvania, Kentucky, the Caro- 
linas, Virginia, West Virginia and 
Tennessee. He succeeds Frank 
Blackstone, transferred to a retail 
supervisory post. 

Louis Chedekel, sales representa- 
tive for Moose River Shoe Co., Inc., 
Old Town, Me., with his office in 
Boston. He formerly was owner of 
the Andover Shoe Co. and Vaga- 
bond Shoe Corp. 

E. H. (Mac) McCullough, sales 
representative for Leverenz Shoe 
Co., Sheboygan, Wis., covering Col- 
orado, western Nebraska, Wyoming 
and Utah. 


J. C. May, sales representative 
for the Italian-made Civitas line of 
Bressan Import Co., Alliance, O. 
represents Casual Craft 


He also 





ROLAND WH. NEWMAN DONALD A. KALIIN 
Styling Monager Goodyeeor Promotion 
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E. H. MeCULLOUGH 
With Leverenz 


JEROME FRANKEL 
To Fashion Croft 


Footwear Co. in the Texas-Louisi- 
ana-Oklahoma-Arkansas territory. 

Edward J. Faherty, sales repre- 
sentative for The William Brooks 
Shoe Co., Nelsonville, O., covering 
Maryland, Delaware, the District of 
Columbia, metropolitan Philadel- 
phia and northern Virginia cities. 

Al Swaim, sales representative 
for The William Brooks Shoe Co., 
traveling Utah, Idaho, Montana and 
Wyoming. 

Nick Shucet, sales representative 
for The William Brooks Shoe Co., 
covering southern West Virginia, 
eastern Kentucky, Virginia and 
northwestern Maryland. 

Jerome Frankel, New York area 
sales representative for the Fash- 
ion Craft division of Craddock- 
Terry Shoe Corp., Lynchburg, Va. 

Robert Eichenbaum, sales repre- 
sentative in eastern Ohio for Dun- 
ham Brothers Co., Brattleboro, Vt., 
wholesaler. 

Gilbert J. Olson, field sales man- 
ager for The Cavalier Co., Balti- 
more shoe dressings maker. His 


headquarters will be in Chicago. 

Lou Frost, sales representative 
for Colonial Tanning Co., Inc., Bos- 
ton, covering the Toronto area in 
addition to his previous territory 
of Montreal. 





JOHN N. HOEGH 
Retiring 


LARRY L. JACOBSON 
Also Promoted 








GILBERT J. OLSON 
Named by Covolier 


ROBT. EICHENBAUM 
Dunham Salesman 


Promoted... 


Roland H. Newman, from coordi- 
nator for the Natural Bridge divi- 
sion of Craddock-Terry Shoe Corp., 
Lynchburg, Va., to manager of styl- 
ing and development for all of the 
company’s women’s and children’s 
lines. He succeeds J. Dewey 
French, who resigned. 

Curtis B. Coleman, from 
tant coordinator to coordinator for 
the Natural Bridge division, Crad- 
dock-Terry Shoe Corp. 

Donald A. Kaliin, from assistant 
jobber representative to jobber 
representative in Detroit for the 
Shoe Products division of The 
Goodyear Tire & Rubber Co., Akron, 
O. He will consolidate sales cover- 
age for jobbers and repair shops in 
Michigan and in the Ft. Wayne, 
Ind., and Toledo, O., areas. 

Larry L. Jacobson, from assis- 
tant jobber representative to job- 
ber representative in Seattle for 
Goodyear’s Shoe Products division. 


assis- 


Transferred... 


James B. Whitten, Jr., from as- 
sistant coordinator for the Billiken 
division of Craddock-Terry Shoe 
Corp., Lynchburg, Va., to assistant 
coordinator in the Natural Bridge 
division. 


Retiring ... 


E. L. (Whit) Whitney, from ac- 
tive selling for Florsheim Shoe Co., 
Chicago, after more than 41 years’ 
service. He covered Pennsylvania, 
New Jersey and Delaware. 

John N. Hoegh, from his post as 
jobber representative in Seattle for 
The Goodyear Tire & Rubber Co.’s 
Shoe Products division, after 43 
years with Goodyear. 


Boot and Shoe Recorder 











Where to Buy 











JOBS JOBS JOBS 
IRVIN RUBIN The House of Jobs 
Highest Prices Paid Will Buy Your Close Outs 


Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 














BOX HANDLERS 





WHEN THEY — LONG ARm® 
Pick wom 
You 


bes 
Up . 


tT 




















at the bottom of the lad- | 

der you will wish you had 

used a Long Arm to reach the shoes on the high 

oh Long Arms are Ee ong easier, safer. With 
, 36”, 48”, 60” handles, $3.95; with 72” handles, 

$3.95 Postpaid in the USA. Specify handle length 

desired and if for men’s or women’s boxes. Your 


jobber or 
CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 














Gerberich-Payne Officials 


Are Feted by Employees 


MT. JOY, PA.—Here’s a switch! 
Employees of the Gerberich-Payne 
Shoe Co have a paternalistic attitude 
toward management. Each year the 
Gerberich-Payne Employees’ Shoe 
Club, which is composed of factory, 
office and supervisory people, holds 
a pre-holiday dinner party to which 
it invites all the VIPs, their families 
and friends. 

This year’s party was held Nov. 
17 at the American Legion Post in 
Mt. Joy. The party was under the 
direction and supervision of F. M. 
Lawder, superintendent of the fac- 
tory. Close to 100 persons were on 
hand for the dinner, festivities and 
entertainment. 


Mishawaka to Personalize 
Fabric Casuals Promotion 


MISHAWAKA, IND. — Red Ball 
Summerettes, women’s fabric casu- 
als, will be promoted next spring by 
“Miss Sunni Summerettes,” a per- 
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MERCHANTS’ NEEDS 
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PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 

Werld’s Largest Advertising Service Organization 

342 Madison Ave., New York City 
Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 























sonality created for this purpose by 
Mishawaka Rubber Co., Inc., maker 
of the shoes. 

“Sunni,” costumed in a _ sports- 
wear ensemble with accessories to 
match her shoes, will have the job 
of emphasizing “the fashion right- 
ness of fabric shoes for casual 
wear.” Participating retailers will 
get a complete promotional pack- 
age, including the Sunni costume, 
ad layouts, newspaper mats, dis- 
play materials, badges for sales- 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 


Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in tewn see Woil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’$2 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Louis 3, Missouri 








For Over 4S Years 


lakstenene| For 


CANCELLATION 
STORES 


Quolity Brands 


sarters 





Lowest Prices 


Largest Stocks All Price Ranges 


Fine tactwene 
MOSINGER - -COHN 








1235 Wash 


MA 1-3363 








people and publicity material. 
Sunni will narrate fashion shows 
during the promotion day, where 
customers will receive samples of 
imported perfumes. 

Sunni promotions are already 
planned in seven cities. 
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Classified and Want Ads 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 





SALES OPPORTUNITY 


Lovisiona, Mississippi and Arkansas Territory with established business open for experienced 


salesman 


Excellent opportunity to represent well known manufacturer of Women's and Girls’ 


Popular Priced Shoes. Entire line backed by efficient in-stock service. Write complete back- 


ground. All replies confidential. 
GODMAN SHOE COMPANY 


SALESMEN—MEN'S 


46 E. Fulton Street 


Columbus 16, Ohio 


ITALIAN SHOES 


TEXAS — LOUISIANA 
Manufacturing Distributor AA-1 Rating over 65 years in business—importing 
directly—fine, superbly styled Italian Shoes. Over 120 patterns. Popular priced. 
Will consider men with non-conflicting lines. Send resume and references. 


Reply te Box 808, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











WANTED TO PURCHASE 





PIRST CALL.... 
We're always ready to BUY yoer 
* COMPLETE STOCKS 


EDDY 


* CLOSE-OUTS 


* CANCELLATIONS 


GET TOP DOLLAR 
EDDY SHOE CO. 
Alweys Relleble 


Phese or Write 
WA 6-9833 or WA 65-3927 


© SPOT CASH 


132 N. 4th St. 
Phile. 6. Pa. 








FOR SALE 


SIDELINE SALESMEN WTD. 





Experienced 
Shoe Salesmen 
Wanted 


Two well established territories 
open—Southern California and 
state of Michigan. Want experi- 
enced men with good following. 
Complete line of Carter's genuine 
Goodyear welt boots and shoes 
for men. Excellent opportunity for 
a real shoe salesman. Liberal 
drawing account against 6°/, com- 
missions. Call or write H. N. 
Wilkinson, Sales Manager. 


J. W. CARTER COMPANY 
P. O. Box 30 


Nashville |, Tennessee 











SALESMAN WANTED for quality Line 
of Infants’, Children’s and Misses’ Cement and 
Pre-Welt Shoes. Reply to Box 741, Boot anp 
Snore Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 


TRAVELING SHOE SALESMAN, KAN- 
SAS, MISSOURI. Established line of men's 
and boys’ shoes, boots and oxfords. Wonderful 
opportunity for man with following in trade. 
Full time exclusive basis. Give trade refer- 
ences and traveling experience. Renlv to Box 
809, Boor anp Snot Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna 


REPRESENTATIVES WANTED: TO 
SELL RAPIDLY GROWING LINE of white 
leather nurses’ oxfords with cushion crepe 
soles; to retail at $5 and $6; shoes carried in 
stock; liberal commission; many territories still 
available; give resume including background, 
lines presently carried and territory covered. 
Reply to Box 774, Boor anp SHoe Recorper, 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











CHILDREN’S SHOE STORE IN NORTH 
HOLLYWOOD, CALIFORNIA: Established 
nine years. Top brands only. Heart condition 
forces sale. $20,000 cash required. Informa 
thon given to responsible party. Reply to Box 
799, Boor anp Snore Recorver, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


IN CALIFORNIA'S PROSPEROUS SAN 
JOAQUIN VALLEY. FAMILY Shoe Store 
$175,000.00 sales. a established. Wonder 
ful clientele. Retiring. Reply to Box 807, Boor 
AND Snoe Recorper, Chestnut & S6th Streets, 
Philadelphia 39, Penna 











CHILDREN’S SHOE STORE GROWING 
SECTION OF SOUTHERN CALIFORNIA 
Great potential. Only shoe store in shopping 
center. Heart condition forces sale Renle to 
Rox 806, Boor anp SuHoe Recorper, Chestnut 
& Séth Streets, Philadelphia 39, Penna 





FAMILY SHOE STORE FEATURING 
ORTHOPEDIC SHOES. Good location m 
trading area of 150,000. Clean stock, priced 
right, owner retiring. For complete OF mee 
tion, write Michel's, 1417 3rd St., Santa Mon 
ica, California. 





FAMILY SHOE STORE WITH COM. 
PLETE INVENTORY CARRYING TOP 
BRAND NAMES. Located in small, growing 
community with good business location but low 
rental. his is a well established and success- 
ful business. Must be sold because of owner's 
death. Excellent tunity for man and wife 
Reply to Keith Fraser, Attorney-at-Law, The 
Peoples Bank Bidg., Portland, Indiana. 





FAMILY SHOE STORE FOR SALE. NA 
TIONAL BRANDS AND ORTHOPEDIC 
shoes. Established 45 years in Brooklyn, New 
York. _—- Low rent. Money maker. Re- 
ply to Box 811, Boor anp Sos Recoarper, 
Chestnut & $éth Streets, Philadelphia 39, Penna. 
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SIDELINE SALESMAN FOR INFANTS’ 
AND CHILD'S SHOES. Retail range $1.99 
to $3.99. Complete in-stock service. Liberal 
commission. Territories open. New England, 
N. Y, state (excluding Metro, N. Y.), Pacific 
N. W., Virginia & W. Va. Reply to Box 802, 
Boor ann SHor Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


MANY TERRITORIES OPEN. “SHOE 
GLOVES.” QUALITY FOLD UP LINE in 
attractive vinyl bags. Also popular price san- 
dals. Big in-stock department. Fashion-Art 
Footwear, 825 W. Pico Blvd., Los Angeles 
15, California. 








FOR SALE 


STORE FOR SALE. A MOST UNUSUAL 
OPPORTUNITY AND INVITATION. Es- 
tablished in 1931, we are an association of 
Independent Shoe Retailers, the only one of 
its kind in the world. We are the largest and 
only truly successful Shoe Co-op in these Great 
United States. Our reputation and credit stand- 
ing in the Industry are excellent. If rated— 
you, too, can compete successfully with the 
chains through our association, which is a fun- 
nel between the industry’s finest volume _re- 
sources and your store or stores. Due to the 
Aircraft Disaster in Boston on October 4th, a 
solid one-man operation—opened in April this 
year—in Pa., is available for Sale 
to a responsible individual. This modern and 
newly equi store enjoys a good reputation, 
is steadily growing, and has an excellent po- 
tential. ost important the buying facility of 
this Great Association is available to the pur- 
chaser of this store. Interested parties should 
call Nelson Gralnick, c/o Enelow Shoe Co. in 
Camden, New Jersey, Woodlawn 4-0597 or 
Leonard Enelow in Pittsburgh, Pa. EV 1-0153. 








REPRESENTATIVES WANTED, TO 
SELL WELL ESTABLISHED LINE OF 
VINYL AND pyroxylin fabrics and papers to 
shoe manufacturers. Various territories open. 
Strong following and experience essential. No 
objection to additional non-competitive line. Re- 
plies confidential. Reply to Box 804, Boor _anp 
Snore Recorper, Chestnut & 56th Streets, Phil- 
adelphia 39, Penna. 


JUVENILE SHOES SALESMEN WANT- 
ED FOR QUALITY LINE PREWELTS, 
CEMENTS AND BONWELTS, Stock and 
makeups. Territories open: Oklahoma and 
Texas, Tennessee, Arkansas and Mississippi; 
Commission basis, side line no objection. Good 
opportunity. The Kepner-Scott Shoe Co., Inc., 
Orwigsburg, Pa. 








SIDELINE WANTED 





AGGRESSIVE young Saint Louis based 
multi-man organization due to recent tannery 
merger, desires respectable progressive side 
leather line for Missouri, Arkansas and IIli- 
nois. Exceilent references and complete investi- 
gation invited. Will be in attendance at Leather 
Show. Reply to Box 810, Boot anp SHoe Re- 
corper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





FOR RENT 


AVENUE “U,” BROOKLYN, N._ /Y., 
STORE WITH BASEMENT IN HEAVILY 
POPULATED neighborhood still growing. Ex- 
cellent for surplus shoe outlet. Rent reasonable. 
NE-4-6133 evenings. 
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Wanted to Purchase 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
Phone or wie LEASES ASSUMED 5 


YOUR NAME PROTECTED [Hj 
B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 

















WE PAY MORE fo-ause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND GHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 











CASH 
TOP PRICES 


ad SURPLUS SHOES 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast ac 
tien . . . quality men’s, 
wemen's and children’s shoes. 


J: ne pe! a ee FOR OVER 45 YEARS 


MOSINGER -COHN 


Ma 1-3363 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 
4116 Bergenline Avenue 


Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 





146 DUANE ST. 


NEW YORK 13, N. Y. 
BE 3-7290 














M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B’dway New York City 
Tel. Beekman 3-0141-2 








KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Iilinels 
Wabash 2-3797 








WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 























FOR CLOSE-OUTS of 
MEN’S,WOMEN’S and [epee eS Ga 
CHILDREN’S SHOES weg igh 
Complete Stocks and Seca an 
Stores Solicited 
At All Times. 


YOU GET 


MORE 


YOU GET 


CASH 


December |, 1960 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlaut 68-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











in NEW YORK CITY 


EST 
BUY 
IN THE 
MARKET! 





The completely re-decorated 
Sheraton-Atlantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it’s more of a “buy” than ever! 
The location is perfect for you— in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1,000 of 
them air-conditioned), all with bath, 
radio, TV. All this plus these special 
services; all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards. 
it's your hotel! Write for buyers’ rates. 
MEMBER OF DINERS’ CLUB 


@) HERATON- 
ATLANTIC 


Hore. 


Broodway at 34th St, New York City 
Across the street from the Morbridge Building 
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Courtesy Valentine Shoe Co, (A Genesco Division) 








a beauty... anytime... anywhere... 


this fine, white calf by Gallun in a superior tannage so ideal for 
summertime shoe fashions. Soft as a fluffy cloud, yet remark- 
ably durable, this supple, satin smooth leather woos milady with 


its stunning good looks and queenly luxury. Plan to brighten 
in 


—N 
GALLUN ¢ 


your sales picture with this “Wonderful White” Calf by Gallun. 
A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


LEATHERS 














Gerberichs appeal to more boys because 


they’re styled right by age groups: Youths 
814-12-3, Boys 1-6, Big Boys 614-11. 
Each size run has its own complete style 
program. That’s why Gerberichs are 
America’s Most Popular Boys’ Shoes, why 





Gerberich dealers show such impressive 














sales figures. 

















